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en they leave the plant these days, they can afford to step out — 
foremen, mechanic's assistant, master mechanic, stock boy and all the 


rest . . from green hands to shop aristocrats. Wartime jobs beget funds 
for the necessities — and for those luxuries that satisfy the natural human 
craving for adornment. The same goes for women workers, too. 


You know the restrictions on buying refrigerators, automobiles and 
other major items of equipment. Also, you know that cash normally 
spent for heavy-duty domestic installations is being diverted into the 
profit channels of retailers like clothiers “a 


it may seem paradoxical, but it’s true: Many of your new wartime 
customers have never appeared in your store before . . but by the 
nature of their trades, they are accustomed to judging quality. Freely 
and frankly offer them the best, and you'll teach them to respect your 
judgment. Keep your stock up to date and varied. 


Be awake to the new opportunities presented 
by these new times. And depend on O-B to keep 
you stocked with up-to-the-minute fair profit items. 


118 Richmond Street, Providence, R. I. 
Branches: New York, Chicago, Los Angeles 
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Men's Double Matched Cameo 
Massive 6 dwt. 10K mounting. 
No. 2692/7 $32.50 


Antique Italian Intaglio 
Massive 5 dwt. 10K mounting. 
No. 2764/7 $25.50 


Czecho-Slovakian full - tinned 
stone in 3%4 dwt. 10K mounting. 
No. 2763/7 $16.00 


32nd Degree Masonic Order 
Extra heavy 8 dwt. 14K ring. 
No. 2083/7 $45.00 


FOR MARCH, 1942 
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Ladies’ Double Cameo 
Heavy 3 dwt. 10K mounting 
No. 2693/7 $20.00 


Antique Tiger-Eye Cameo 
Massive 6 dwt. 10K mounting. 
No. 2860/7 $33.00 


Czecho-Slovakian full-tinned 
stone in 3 dwt. 10K mounting. 
No. 1944/7 $13.50 


Oriental Snake Amulet Ring 
Hand-cut massive 5 dwt. 10K. 
No. 2767/7 $25.00 


CUS TOM= 
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BY 
favor 
C49 


Eight madern classics, designed 
and executed in our own shops. 
Conceived as proper settings for 
our collection of fine antique 
cameos and intaglios and rare 
imported stones. Custom made 
by artist-craftsmen. Extra-heavy 
cast gold mountings have enough 
strength to carry their stones for 
generations of wearing. Quantities 
are necessarily limited. Order now. 


PRICES SHOWN ARE KEYSTONE. 


1 SAUER & CO. 


439: RACE STREET 
CINCINNATI, OHIO 
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*% The magic touch of designing genius is once more evidenced in this new 
watch-bracelet creation by K&O craftsmen . : . In the view directly above 
is what appears to be an exquisitely fashioned bracelet in gold studded with 
rubies and diamonds . . . But when one flips up the top of the center motif a 
handsome watch is revealed. New, and smart, and characteristically Marcé. 


KATZ & OGUSH 


INCORPORATED 


CREATORS OF FINE PLATINUM JEWELRY AND WATCHES * ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 607® ST. (6) NEW YORK, N. ¥. 


FOR MARCH, 1942 


Our diamond-cutting plant. devoted to the perfect cutting and polish- 
ing of gems under direct K & O supervision, is now in full operation. 














The Growth of the Silver Theatre— 
in four short y 


ears! 


Authoritative “program-listening service” shows impressive 
growth of radio audience for 1847 Rogers Bros.’ great Sunday 
night show, “SILVER THEATRE OF THE AIR.” 


a at the picture above, dramatizing the 
growth of the “Silver Theatre” audience 
from December, 1937, to December, 1941. 


Two million listeners just four short years 
ago. Last December—over ten million listen- 
ers from coast to coast. This is a record to be 
proud of. 

“Silver Theatre” advertising continues in 
1942, for we feel it is very important to keep 
the name “1847 Rogers Bros.” before the 
American public. 





GROWTH OF “SILVER THEATRE” AUDIENCE 








1937 
1938 
1939 
1940 
1941 


Based on December Crossley reports for each year. 


2,189,000 
6,800,000 
7,980,000 
8,215,000 
10,393,000 








1847 ROGEBS BROS. 


“AMERICA'S FINEST SILVERPLATE” 
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PRODUCTS 


«++ Rolled Sterling Silver... . 
999 "PLUS" Fine Silver Anodes 
"Special Refined" Grain Silver 
- «+ « Gold and Silver Wire... . 
Karat Golds and Gold Solders 
-+«+ Gold Bars—Silver Bars .... 
+ + + « Platinum Metals... . 
-+++ "Handy" Silver Solders .... 
And other Silver Brazing Alloys 


* 


REFINING SERVICE 
We refine all kinds of manufacturers’ 
strap, sweeps, and other waste containing 
precious metals; also old gold, silver and 
platinum received from retail jewelers. 


x 


ent for metals now urgently needed in war production. 
Being used to a large extent in place of nickel-silver and 
Heeernnd silver plating is releasing copper, nickel, chromium 
and cadmium for war work. Sterling silver particularly, is demon- 
strating its remarkable versatility as widening applications bring 
out its many useful characteristics. 


ae 


But more surprising is the part that Silver and its alloys are taking 
in war production itself. They are doing literally hundreds of 
jobs associated with the building of planes, ships, tanks, guns, 
shells, ammunition and numerous other implements of war. In 
these established uses, and also in replacing restricted metals, 
Silver is demonstrating its superiority in many properties that 
Industry needs, and for a wide range of industrial purposes 
surpasses any other metal. 


At Handy & Harman we are doing our utmost to meet all demands 
for Silver for this double task. Everything that can be done is 
being done to provide both the Trade and Industry with the 
Silver they need—in the shortest possible time. 
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HANDY anno HARMAN =: 82 Fulton St., New York 


Providence. R. I Tarantn Cannda 


Bridgeport, Conn. Chicago, Ill. 
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Pilot to bombardier. . . 


VER TARGET 


in 2 minutes. 


ELGIN NAVIGATION WATCH—21 jewels, position adjusted. Twenty- 


four hour dial. Full sweep-second hand and second setting. 


Accurate, non-magnetic, corrosion-resistant navigation 
watches for use in bombing planes are coming out of the 
Elgin factory daily. Elgin’s master craftsmen are producing 
these on government order along with other precision in- 
struments for America’s army, navy and aviation forces. 


In the glow of his amber lamp the pilot 
checks the “position report”’ from his navi- 
gator. A glance at his navigation watch 
and he calls to the bombardier: “Target 
2 minutes, 3214 seconds on course!” 

The ship levels for the bombing ap- 
proach. Crisply the order comes, “Open 
bomb bay doors!” 

With seconds to go, the bombardier 
makes final adjustments of the bomb-sight. 
Then, on the instant the target is caught 
in the cross-hairs, a stick of bombs wings 
earthward. 


* * * * * * 


On the navigator and pilot rests the re- 
sponsibility for bringing the bomber on 
the target—and for getting it home again. 
Unless their calculations achieve split-sec- 
ond accuracy, the mission may prove worse 
than useless. And whether shooting posi- 
tion by the stars or flying on a target by 
dead reckoning, they must rely on the pre- 
cision timing of their navigation watches. 

Navigation watches for use in both army 
and navy bombers are now being produced 
by Elgin on government order. Each is 
protected by an inner magnetic shield and 


Elgin manufactures for army, navy and aviation use: 


suspended in a shock-proof holder. Elgin 
is also turning out other types of precision 
instruments for America’s armed forces. 

To this work, Elgin brings the finest 
scientific facilities . . . plus a skill de- 
veloped through four generations. 

Every Elgin precision instrument is 
thoroughly American. All the parts are 
created exclusively in the Elgin factory— 
the largest in the world devoted to the 
manufacture of fine timepieces. 

Elgin National Watch Company, Elgin, Illinois, U. 8. A. 


ELGIN: 


THE GREATEST NAME IN AMERICAN FINE 
WATCHMAKING SINCE 1865 


* * * * * * 
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NAVIGATION WATCHES * STOP WATCHES + AVIATION CLOCKS + TANK CLOCKS - SERVICE WATCHES + CHRONOMETRIC TACHOMETERS 


COMPASSES - 


TIME FUZES FOR SHELLS - JEWEL BEARINGS - 


SPECIAL TIMING DEVICES FOR NAVAL AND AVIATION USE 


RAILROAD AND TRANSPORTATION WATCHES 


See AROS oe icc SR WRN Tg ee OR A A 20 ERA TELE SRI SOS SSNs I RS OS EO 
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white gold while the war lasts oad ‘sel 

metal must be found to take its place. For 
there is such a metal and more fortun I. 
makes better jewelry than does white gold re 


RHOTHENIO- PALLADIUM 


Rhothenio-Palladium is not a new alloy, hastily. 
brought forward to meet a crisis. It has proved its 


worth as a jewelry metal for years. Just a brief °.. ps 
review of its qualities shows why it. has won —_ on 


ot 


kept its place in jewelry. 


Rhothenio-Palladium is a patented p aS 
metals alloy. Its color is gleamingly white and 
because it contains no base metal, it cannot tarnish. 
It is hard, strong and not springy, so that while 
beads are easily raised they stay down and stones 
do not loosen. The brilliant whiteness of Rho- 
thenio-Palladium brings out and enhances the fire 
and life of diamonds and, contrasting strongly with 
yellow gold, it is particularly well adapted for the 
side ornaments of two-tone rings. 


So, the cutting off of white gold is not so serious as 
it might have been. You can make up your new 
line in Rhothenio-Palladium and we are sure you 
will continue to use it, even when peace comes. 


BAKER & CO., INC. 


SMELTERS, REFINERS AND WORKERS OF PLATINUM, GOLD AND SILVER 


NEW YORK 


FOR MARCH, 1942 


113 Astor %t., Newark, N. J. 


SAN FRANCISCO 


CHICAGO 











ow Hamilton Helps to Win 


Your 2-Front Victory { 


N 1942, the reputable retail jeweler will march toward 

victory on two fronts. (1) With all his loyalty ... with 
all possible energy ... he will help his country win 
her war. (2) Meantime, he must necessarily continue 
his own campaign for business. 


Hamilton marches beside you toward both victories. Each 
American shares the benefits of every instrument made by 
Hamilton for the United States Government. Each Hamilton 
retailer is entitled to and will receive a fair share of Hamilton’s 
consumer production. 

Hamilton will devote its facilities, which cannot be immedi- 
ately applied in the all-out victory program, to the duty of 
making Hamilton Watches for retail jewelers. Your sales will 
continue to be supported by Hamilton advertising ... Hamilton 
promotion. 

Naturally, you must do your share. There was never a time 
when success did not demand your patience... your persever- 
ance ... your ingenuity. Be deaf to rumor . . . be wary of 





ea 


hunches ... be unmoved by efforts to stampede you. Base 
judgment of your needs on fact. 

Above all, maintain friendly relations with your Hamilton 
distributor. Turn to him for any advice you need. Ask him 
not for favoritism but for the fair and impartial service he 
can and will give you. You'll find him cooperative. 

Let’s march ! 


HAMILTON WATCH COMPANY, LANCASTER, PA. 


HAMILTON 








FOR YOUR OWN GOOD ...SUPPORT THE JEWELRY INDUSTRY PUBLICITY BOARD 
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FACTORY: 1720 Fairfield Ave., Bridgeport 
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~ & $e ' WATCHES 
BR) BANDS — KEEP COMPANY WITH THE WORLD'S FINEST WATCHES 
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by Shiman, 
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large Cross and chain. Hand-engraved scroll 
pattern on straight engine-turned lines. $9 


OF NEWAR 


_ SHIMAN MANUFACTURING CO. INC. 113 MONROE ST., NEWARK. N. J. 
NEW YORK SALES OFFICE: 15 MAIDEN LANE 
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BUILDS CUSTOMERS’ ACCEPTANCE 


Customer acceptance is our aim. 
To achieve this goal our staff 
of designers are keenly attuned 
to trends of the style-conscious 
public. New styles are con- 
stantly added, current seiling 
numbers are being perfected to 
enable you to offer the best to 
your trade at the lowest possible 
prices. Quality for quality, 
Brist. | rings are a better buy. 









, il ENGRAVED WEDDING RING CREATIONS % 













SEAMLESS RING COMPANY 
71 NASSAU STREET * NEW YORR 





© SOLD THRU WHOLESALERS 


CREATORS OF WEDDING AND ENGAGEMENT RINGS 
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Ct -~canved 
ENGAGEMENT AND WEDDING RING 
ENSEMBLES...CREATED «, WOOD 


The name(sd- carved on Engagement or Wedding Ring is a recognized 











trade-mark of quality —in craftsmanship and material—and of beauty in 


design. « « Created in exquisite hand-wrought effects that are instantly 





appealing, 2z -Ca/vvec Rings have justly won a high place in ring circles! 











The more prominently and constantly you feature Cit carved Rings in 


Fe 


your establishment, the greater your opportunity for the prestige and 


profit that this ring-group insures! 


Above, the trade-mark which appears in every 
Cirt-cawea. Ring created by Wood! Capitalize on 
the importance of this quality and fashion symbol 
by featuring it always in your store. Dealer adver- 
tising mats and display material are available to 
qualified Wood jewelers, subject to prior terri- 
torial commitments. Write or phone for details. 
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Accessory jewelry sales are not confined to a special season. Accessory jewelry 


is bought every day in the year. And it’s bought by practically everyone in your 
neighborhood. That’s why a well-promoted, well-stocked Accessory Jewelry 
Department is a natural traffic builder for your store. It brings more customers 
in, more often. It creates the jewelry-store habit. And you can turn this 


stepped-up store traffic into sweet sales in your other departments, as well. 


Build store traffic! Boost store sales! Fill the gaps in your curtailed inventory! 


Establish and feature an Accessory Jewelry Department — do it right now! 


JACQUES KREISLER MFG. CORP. crice NORTH BERGEN, N. J. 


Le, ee ee SHOWROOM: INTERNATIONAL BLODG., ROCKEFELLER CENTER 
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JEWELERS’ — QUALITY JEWELRY 
IN INDIVIDUAL ITEMS AND SETS 
STYLED BY JACQUES KREISLER 


Kor ladles: lol melolelal=s3 Told aisle 
alcXel anal atoll alum oldela=)i-tipmmlel-tatinalechilela 
bracelets, anklets. 


Bort pmrerves cufflinks, collar clips, tie 


holders, stud sets, waldemars, key 
fal alolialcwunilelciabititeebivela| bracelets, beli 
olUla Glick pum aalelalcns clips, knives 
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WATCH BANDS, WATCH STRAPS-:-:- 
LADIES’ AND MEN’S ACCESSORY JEWELRY 








A MAN'S WORD 
A Monthly Comment by Jacques Kreisler 
No matter how 

richly appointed, 

a store without people 
coming and going 

is cold 

and unneighborly. 

It's like a mansion 


nobody lives in. 


There's 

something inviting 
about a store 

that's bustling 

with customers. 

You feel that the 
store is neighborly 
---contributing something 
to the well-being 

of the community. 
"Patronize your 
neighborhood store" 

is a cold, 

real-estate slogan. 

It says -- 

deal with the merchant 
whose shop is in 

the right place. 

But "patronize your 
neighborly store" 

is a warm and human 
sentiment. 

It says -- 

deal with the merchant 
whose heart is 


in the right place. 


COPYRIGHT 1942 J. K. MFG. CORP. 











PLATINUM 


RHODIUM - RUTHENIUM 


PALLADIUM 
* 


PLATINUM ALLOYS 


In all degrees of hardness for the 
requirements of the Jewelry Trade 


and other industries 


The Quality of All Our Metals and Products 
Fully Guaranteed 


PLATINUM WEDDING RINGS 


CHANNELED—PLAIN—ENGRAVED 
* 
RHODIUM PLATING SOLUTIONS 


ON OR ABOUT MAY IST, 


WE WILL BE LOCATED IN OUR NEW HOME 
608 FIFTH AVENUE, CORNER 49TH ST. 


JOHNSON, MATTHEY « CO. 


INC. 


Oldest Established and World-Renowned Refiners 
15 WEST 47th ST. NEW YORK CITY 


Telephone: Bryant 9-4645 
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Jerfect- 


“ia tone | RING FINDINGS 
YU 


HE few items illustrated here are only a small 
part of our vast line of findings. 


.. settings are all one-piece construction 

.. tops have ample stock thickness for dia- 
mond setting 

.. shanks illustrated are solid throughout 

. . available in all karats and colors of gold, 
duro-palladium and platinum 


a and Wholesalers who are 
in possession of our catalog, find it a veritable 
storehouse of ideas and a revelation to better 
ring-making. 


143 SERIES 














PATENTED ONE-PIECE CONSTRUCTION 

















/ \\ U.S. Patent Numbers | 
2078562 


"P'' series, the famous one- ee a 2150446 


2150447 


(o}, 41% = i a 
From the dies 


piece construction ring findings 
are exclusive with Karlan & 
Bleicher, Inc. Advantages: — 
easy to assemble — no porous 
or joining pit marks — always 





symmetrical — more sturdy for 


 —— ® CATALOG ON REQUEST 








¥ 
Karlan & Bleicher, Inc. 
we se eccuewmy CREATORS and DESIGNERS OF “PERFECT” RING FINDINGS 
To manuracturers ano wuoresarers 188 WEST FOURTH STREET * NEW YORK CITY 


FOR MARCH, 1942 





Massachusetts 
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DIAMOND RINGS 
of Masterpiece Quality 








FOR MARCH, 1942 





The Spring selections of Lovelight Diamond Rings have earned the 
commendation of dealers everywhere . . . This follows the tradition 
set by A. Edward Fisher & Co., who for more than three decades 
have been identified with fine diamond jewelry . . . For all their 
exquisite design and superb craftsmanship these Lovelight Rings 
are notably modest in price, and generous in dealer profits. 
Inquiries are solicited from representative retailers. 























No. 77 answers the call to ser 


vice! It is 100°. practical for use 


in the armed forces...a sure-fire’ 


HIT with soldiers and sailors. 
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* Tops in Style 

+ Durable 
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Waterproof y, hatch Ca 


Announcing . . ANOTHER striking demonstration yf } ida 
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sped in response to the urgent demands of our customer beauty of line and distinctive styling coupled with 
.. perfected after four Kelalomastol a: himotolahdlalelelelwiasciciel aera 1 ca ako hdolal (sito l0i me} ofl iha’ aalola aah Jl asa wir 
ind experimentation .. . it is the strongest and most |. D. achievement in smart design and pr 
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1D. Products sold only through Watch Manufacturers. Ini porters and Wholesalers 


COMPAN 


Factory and Offices: 
121 Varick Street : 
New York City 








se p a cr) { 9) 
aie BUY U —_ vere rns oe) 1 
cis / 





U. S. Patent No. 
2,223,657. In- 
fringements will 
be vigorously 
prosecuted. 


Jewelers everywhere are learning that “MIRACULOUS 

MEDAL" rings are the kind people buy on sight — to 

give as gifts to men in service, to wear themselves. With Easter 

on the way, this is your chance to cash in on the ever-increasing A 
demand. Write today — There’s good (and profitable) business 

in “MIRACULOUS MEDAL” rings! Over 20,000,000 prospects! 


~ 


“MIRACULOUS MEDAL” rings ore substantially made, in three 
sizes of assorted designs for men ‘and women, of solid 10 kt.yellow 
gold. A touch of the fingernail reveals the Miraculous Medal. 


i Bh 
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Yes, this is an all out war. Thus, there is hardly a manufac- 
turer in any type of business that has not already felt the impact of 
our country’s all out defense program. 


There is a crying need for materials of every description— 
paper to textiles, metals to lumber and all the rest. The J-B organiza- 
tion is cheerfully bending every effort to meet the demands that are 
being made. 


We've said it before; we say it again. Within the necessary 
limitations of available materials, we will do our utmost to see that 
all reasonable requirements are met. 






JACOBY - BENDER, INC. 


CHICAGO: 29 E. MADISON ST. 


161 SIXTH AVE., NEW YORK 


LOS ANGELES: 220 W. 5th ST. 


WATCH BANDS 
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Where can | get Sterling 


Silver Identification items | That's Simple! 


+» plenty of 1 fii Automatic Chain of 

“oak eid course. Styled the 

Sales appeal? ¥ AUTOMADE way, 
they're a natural. 
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_. HAVE YOU SEEN 
THE NEW NEET ~ SEEN THEM? 
RODEO WATCH STRAPS? MAN, WE'RE SELLING 
THEM~AND HOW! 





“As Western as Cactus” 


Only the finest 


leathers are used in 
exceedingly popular RODEO straps. 
designed, embossed tooled effects and you’ 
understand why the demand for them in all parts of the me 
country is keeping us in high production gear. e. 
Strap business these days means RODEO — | 
RODEO means business! : 


CONSULT YOUR WHOLESALER 


a>. 


ARISTOCRAT OF = 
WATCH STRAPS 
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1/20 12K GF Jewelry 
mounted with Sterling 
Silver Emblems. 


ee Mees MASTAGR Cherns-ond JEWELRY [My 
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NORTH ATTLEBORO, MASSACHUSETTS 


NEW YORK @ 9? MAIDEN LANE, ALBERT BETZ 
CHICAGO e 29 E. MADISON, ALLEN B. PINERO 
SAN FRANCISCO @ 57 POST ST., MAX J. NEWMAN 
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PARTICULARLY IN TIMES like these, people cling to a name that rep- 
resents high standards. That's why it is so important for you to identify 
yourself with Swank...the name that is known and respected. The Swank 
reputation is real...is manifested daily by increasing consumer demand. 
Its foundation is merit, sustained by consistent, national advertising, 
backed by a quarter century of style successes. 


Swank continues to implant this positive assurance in consum- 
ers minds...by yet more national advertising this Spring. 





STERLING SILVER AND 
GOLD-FILLED JEWELRY 
A new buying spirit, based on 
increased incomes, is evidenced 
by customers’ desire for better 
qualities. Fulfill this demand by 
featuring Swank nationally ad- 
vertised Sterling Silver and Gold- 
Filled Jewelry...functional pieces 
of inspired design and fine crafts- 
manship. Sets illustrated typical 


of merchandise advertised na- 





tionally this Spring. 





ee 


Collar holder, tie klip and cuff links, gold-filled Sterling silver collar holder and tie klip. The set 
1/20 12 kt. The set retails at . . . . $8.50 ttle et oO ES Se Sk ae eee 


SWANK, INC. - ATTLEBORO, MASS. - NEW YORK OFFICE: 377 FIFTH AVE. 
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From the handsome hand-tooled saddles of Indian fighters came 
the inspiration for “The Western” watch strap. 
Brilliantly designed in picturesque style, “The Western” is embossed 
and colored by skilled leather craftsmen who have spent their 
lives reproducing in exact detail, all the depth, color and 
clarity of original Western hand-tooling. 


Order your requirements now—and watch your sales 
spurt forward in a flash! 





SOLD THROUGH WHOLESALERS ONLY 


AMERICAN STRAP CO. we. ws: smc ev vom n- 


29 E. MADISON ST., CHICAGO, ILL. + 220 W. Sth ST., LOS ANGELES, CALIF. 
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THE GRANDEST 
EASTER GIFT @ \ Geston 
OF ALL 


for men in the Service 
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1/20 12K G. F. 
is now on silver £ 





Prices Keystone, each, for pins. 
Buttons 15c¢ less, each. 


Patriotic and military insignia can be a full department for you. if you 
stock the complete “IroSell” line, for the “IroSell” line is complete! You 
can sell this line now! Don’t wait! Order from your wholesaler. 


IRONS & RUSSELL CO. 


Three Complete Stocks: 
NEW YORK PROVIDENCE CHICAGO oe. 
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‘Che Spark e 1¢% OF aS 


AS SET WITH DIAMONDS 


RHOBI- ui M 


*REG. U.S. PAT. OFF. 


1% y, 
as ae Cl edding Ringe 


OFF ae C ee re (( ee 5 in 


BON C 11 Lm. 
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*REG. U.S. PAT. OFF. 


\ 
F\\ Only Goodman & ©.’ - discovery and buhichion of precious RHODI- 
GOLD*. .. a metal of permanent, whiter-than-gold brilliance... made possible the 
creation of | RHODI-GEM* rings... rings that are ingeniously carved to sparkle as if set 
with diamonds. (Without RHODIGOLD*. . .. rings so carved soon lose their Flashing 
beauty. In variety and beauty of | design ... in the sheer loveliness of | their diamond- 
like carvings ... RHODI-GEM* mountings and wedding rings are unequalled. They 
remain as lovely ona lady’ 8 finger as in the jeweler’ 8 case. RHODI-GEM* rings 
win and hold customers ” goodwill. 


*REG. U.S. PAT. OFF. 


GOOD Man gg COMPANY 


42 W. WASHINGTON ST. s INDIANAPOLIS, INDIANA 
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ck Buckle and Men's Lokfast 
Means Better Made LO Buck an M Ok 


KESTENMAN BROS. MFG. CO. 
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KESTENMADE © PEERLESS © SENTINEL 
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® Powerful magazine advertising and special 
store displays to push “American Fashion Firsts” for '42! 
This year — more than ever — Easter-time is Profit- 
time for Gruen jewelers! There j 
circulation than ever before in the nation’s history! 
And Gruen jewelers, equipped with a SOrgeous new 
line of “American Fashion Firsts,” have an unusual 
Opportunity to cash in on this ready marker, 

Urgent magazine advertising, hard-hitting store 
displays, Special radio commercials, and com Pelling 
dealer mats are all Part of the Gruen Easter Promo- 
tion. Be sure to tie in with the powerful national cam. 
Paign for the biggest Easter Profits you've ever had! 


eee 
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Yours specially priced for Easter as low as $3345 


i his 
derful opportunity at ¢ 
rca oe be able to buy such fine 
er at such modest prices! 
America’s. f fashion desig 
acclaim Sake “America’s best-styled 
watch.” Yet you can now buy one of che 
uisite new models your Gruen jeweler 
hog inane 





for as little as $24.75. 
value deeper than the case, 
c the eon ani snd panera 
built to an ideal of craftsmanship and 





} 
GRUEN WATCH... BUT BUY A DEFENSE BOND FIRST * | 


THE GRUEN WATCH 


TIME HILL, CINCINNATI, OHIO 
IN CANADA: 


* Registered Trade Mark 
Copyright 1942, The Gruen Watch Co, 










i of the 
that has given Groen one 
pee reputations in —— 
re Gruen jeweler has the —_ 
new " American Fashion Firsts’ for at . 
play now. See them—choose one— ; Y' 
i rom 
Graen watches, at Grave jewelers only, 
$24.75 we $250; with previous stowes sigan 
today for free Folder "BY. Adres vi fori i 
Watch Company, Time Hill, Cincinnati, | 
U.S. A. In Canada: Toronte, Ontario. 
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COMPANY 


TORONTO, ONTARIO. 
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SPEAKING OF 


HE calendar plays funny tricks 

this year—-three Fridays the 
13th. In February, March and Sep- 
tember. 

At least one of these occasions can 
provide a sales stunt based on the 
gag, “It’s Lucky Friday the 13th.” 

W. D. Sproesser Co., jewelers, 
cooperated with other merchants of 
Watertown, Wis., the last time Fri- 
day fell on that fateful day of the 





“115 A LUCKY DAY 
FOR SHOPPING 4” 





FRI 

















month, in publishing a full page of 
ads stressing the lucky Friday idea. 

“You Found Your Fork and Knife 
Crossed?” was the heading of the 
Sproesser advertisement. “You're 
lucky! We hope it called your atten- 
tion to the deplorable state of your 
silverware. We’re offering some spe- 
cial buys in silverware for Friday, 
the 13th. We're out to jinx the 
jinx.” 


LENTIFUL graduation business 

results for Frank Mindlin Co., 
jewelers of Albuquerque, N. M., 
from their previous sales of class 
rings, lockets and charms. 

Mindlin keeps a special list of 
class emblem customers and follows 
up these names with direct mail 
shortly before graduation time. The 
highly personalized letters are di- 
rected to the parents of the emblem 
customers. A carefully matched 
name fill-in, stenographer’s initials 
and a longhand signature, make the 


letters appear to be personally writ-. 


ten. As a further means of personal- 
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izing the letter, the company uses 
two forms—one sent to the parents 
of boys and the other to the mothers 
and fathers of girls. 

The letter stresses the importance 
of graduation in the lives of boys 
and girls, and makes the specific sug- 
gestion of a watch as the ideal 
graduation gift. 
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OR his “all out” defense efforts, 

Mike Greenetz, senior partner in 
Greenetz & Greenetz, Camden, 
N. J., credit jewelers, has won 
plaudits as Camden’s No. 1 Patriotic 
Citizen. 

A veteran of World War I, but too 
old to go this time, Greenetz has 
made the following record during the 
last three months, as told by a friend 
to the Camden Post: 

Bought $22,000 worth of Defense 
Bonds. 

Given $100 in cash to the U. S. 
Treasury as his contribution to beat 
the Axis. 

Sent a $100 Defense Bond to 
Colin Kelly, III, three-year-old son 
of the dead hero who sank a Japa- 
nese cruiser. 

Pledged himself and his firm to 
put every possible bit of spare money 
into Defense Bonds. 

Provided flooring and _ kerosene 
lamps and fuel for an anti-aircraft 
unit, whose tent was set up in a 
muddy field with neither floor nor 
lights. 

In addition, Greenetz gives em- 
blematic tie clasps and patriotic but- 
tons to men in uniform and members 
of their families, and serves as a 
member of the local Defense Coun- 
cil’s anti-sabotage squad. 


Jewelers 
Circular. 
Key stone 
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*°9’M on the rocks,” grins D. F. 

Rhodes, a Kansas City, Kan., 
jeweler. But don’t get him wrong— 
he’s not just bearing up like a brave 
soldier. 

Rhodes is literally on the rocks; 
he invested time and money to get 
there, and he’s happy about the 
whole thing. 

For Rhode’s advertisements are 
painted on practically every sizeable 
boulder along all highways leading 
into Kansas City. There must be 
200 of these signs, and all who motor 
through this area are thus reminded 
again and again of the Rhodes store. 

A local sign-painter repaints them 
fresh and shining each year, for a 







“HOORAY --/M 
ON We ROCKS /” 





results, 


charge. For 
Rhodes says he wouldn’t exchange 
these “I’m on the rocks’ advertise- 
ments for a like number of billboards 
which would cost him 20 times as 
much money for rent and paper. 


reasonable 
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HOUSANDS of names _ have 
been submitted for membership 

in the “I Am an American Club,’ a 
radio feature sponsored by the 
Rogers Jewelry Co. stores of New 
England, during the few weeks this 
timely program has been on the air. 
The program, 15 minutes long, 
dramatizes the lives and deeds of 
America’s national heroes, after 
which members of the “club,” whose 
names have been drawn by lot, are 
called on the phone and asked some 
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question based on the dramatic epi- 
sode just heard. Prizes of Defense 
Stamps are awarded members who 
answer questions correctly. 

For club members who live out-of- 
town or who have no telephone, there 
is a question announced, along with 
a list of names which have been 
drawn. The answers from this group 
must be in the mail within 24 hours 
and correct answers likewise receive 
Defense Stamps. 


© © 


HE United Nations have both 

the world’s sources and the 
world’s supply of platinum metals at 
their disposal, said Charles Engel- 
hard, president of Baker & Co., last 
month, in reviewing the platinum 
metals industry during 1941. 

Outstanding feature of the year, 
he said, was the rapid growth in the 
industrial use of platinum. More 
platinum metals are used now in in- 
dustrial products and equipment 
than in jewelry, which was formerly 
No. 1 consumer of platinum. 

In jewelry, ruthenium-platinum 
alloys are replacing iridium-platinum 
alloys, because iridium is being con- 
served for War work under an OPM 
order prohibiting its use in the man- 
ufacture of jewelry. “The higher 
taxes recently imposed on jewelry,” 


Mr. Baker went on, “have increased 
interest in the lower cost palladium 
alloys and there is a growing accep- 
tance of ruthenium-palladium alloys 
in this field. Ruthenium, like iridium, 
is an effective hardening agent for 
both platinum and palladium.” 


& > 


N innovation in ring merchandis- 
ing at the new Julius Goodman 

& Son jewelry store in Memphis, 
Tenn., is the application of new color 
principles to diamond ring displays. 

All platinum and gold diamond 
rings shown in the ring case in this 
modern store are shown against a 
background of black and yellow ring 
trays. There are 18 15 x7 in. ring 
trays in this case and two large black 
velvet trays for clips, bracelets and 
pins. Each tray is divided into sev- 
en black sections by heavy chaw- 
pagne satin strips, curved gently in 
simple arabesques. Each tray shows 
18 rings which the black and coam- 
pagne combination brings out in 
startling contrast. 

In this way, no more than three 
rings can possibly be closer than 
three inches to one another—this per- 
mitting an individual appeal unique 
in tray display. It is also much more 
simple to indicate any ring by point- 














“But | could only use a yacht in the summer, and | could wear this 
all year-round." 


ing it out “in the upper corner” or 
66s ° Led 
in the center circle. 
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UITE a selling job is done with 

bowling balls by the C. C. Lewis 
Co. jewelry store in Huntington 
Park, Calif. The store sponsors 
teams in three different alleys, each 
team wearing uniforms bearing the 
name of the store. One of the teams 
is composed of girls who bowl in a 
girls’ local league. Boys in the store 
do a little bowling themselves when 
they are not out rooting for their 
league teams. 

The actual sale of balls in itself 
is not a great source of profits, but 
the contacts made are most desirable. 
As a whole the local bowling public 
is composed of good prospects for 
the store. Bowling is increasing 
rapidly as a year-round indoor sport, 
and—now that women have taken 
such a great interest in it—man- 
ager L. A. Hulbert finds that spon- 
sored teams have great advertising 
value, as both the men and women of 
the community are following the 
teams’ standings. 
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669 CHANCED to meet an Ameri- 

can friend who, when I last 
saw her a month ago could not get 
her wrist-watch mended,” writes a 
contributor to the London Daily 
Telegraph. 

“She had been to a half dozen 
London shops, each of which had 
told her they could not repair it in 
less than two months. 

“TI noticed yesterday that her watch 
was going again. 

“Her explanation was typical of 
1941. She had given it to an Ameri- 
can bomber-ferry pilot. He took it in 
his pocket across the Atlantic, had 
it repaired in New York, and brought 
it back on his next trip. 

“The watch had to travel 6000 
miles, but she got it back in less than 
three weeks.” 


& 


¢¢'ENHE identification tag brace- 

let is a perfect example of 
sentiment and stark reality—and is 
certain to be a part of every woman’s 
portion until the war is over,” com- 
ments a radio release issued last 
month by the Bureau of Fashion 
Trends. 
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A Jeweler’s 


Advertising 


In War Time 


we OW can I, a jeweler, fit my advertising to the 
war situation and war psychology?” 

One excellent answer to that question, which many 
jewelers are probably asking themselves today, is found 
in the series of ads currently appearing in Detroit news- 
papers over the signature of the Meyer Jewelry Co. of 
that city. 

It didn’t take this wide-awake firm very long after 
Pearl Harbor to find that the conventional sort of credit 
store advertising which they had been using with satis- 
factory results had lost much of its pulling power since 
that fateful Dec. 7. A change of pace was clearly called 
for, but what should it be? 

The problem was to develop a theme that would be 
timely, that would be in line with the public’s mood, and 
at the same time sell merchandise. Where and how did 
jewelry fit into the war picture? How could it be ad- 
vertised as a part of that picture, and still keep the 
advertising natural, believable. and free from any sug- 
gestion of flag-waving for profit? 

The present campaign, a few samples of which are 
reproduced here, was the answer. Despite bullets, 
bombs, priorities and taxation, friendship, courtship and 
marriage still go on, and gifts from the jeweler are still 
the ally of romance, and have a place in the scheme of 
things, even in time of war. 

That is the theme running throughout the present 
series, which, contrary to traditional pre-war credit 
jewelry advertising, devotes less than a quarter of each 
ad to the showing of merchandise, using by far the 
greater part of each for general “atmosphere” illustra- 
tion and copy. 

Attractive photographs suggest the age old story of 
boy and girl, and the headlines hammer home the fact 
that “You Can’t Ration Love” ... “You Can’t Blitz 
Cupid”. . . “You Can’t Sink Sentiment.” Brief readable 
copy is built around the story that “All the bullets, 
bombs, blackouts and priorities can’t eliminate emotion,” 
that “America may have to get used to rationing and 
make the old car do for the duration,” but that love and 
romance and weddings will go on, and that Meyer’s as 
always is ready to supply the appropriate symbols and 


gifts. The credit angle was not stressed, being men- 
(Please turn to page 78) 





NAC Kills Merger 


Board of Directors, at Chicago meeting, votes down resolution 

of Joint Committee to consolidate national retail jeweler 
associations. ANRJA accepts plan by vote of both executive 
committee and membership. Roessler resigns as NACJ executive 


OPES that were running high a month ago for 

an ending of the internal dissension and rivalry 
that have divided the ranks of the retail jewelry indus- 
try were abruptly quashed by the action taken by the 
board of directors of the National Association of Credit 
Jewelers at a special meeting held in Chicago on Mon- 
day, Feb. 2, for the purpose of considering and acting 
upon the proposal for a consolidation of the two national 
associations of retail jewelers recommended by a joint 
committee of the two bodies. 

The plan, as set forth in these pages last month, was 
that ANRJA and NACJ should immediately unite in 
one new association which would include the entire 
membership of both, under the name of the National 
Retail Jewelers Association. Pending the first general 
election of officers and directors by the membership at 
the first convention in August, the new consolidated 
organization was to be governed by a board of 17, com- 
posed of the present officers plus the immediate past 
presidents of the two former bodies. This would have 
placed upon the temporary board 10 representatives 
. from ANRJA and 7 from NACJ, since the former has 
had a few more officers because of its system of regional 
vice-presidents. However, since the ratio of ANRJA’s 
membership to that of NACJ is far greater than the 
10 to 7 proposed for the board, and since NACJ’s presi- 
dent, Ralph Roessler, was to be chairman of the execu- 
tive committee of the new body, the conferees from 
NACJ who made up half the committee that drew up 
the plan apparently considered the proposal a fair one 
and agreed to recommend its adoption by their board. 


NACJ SAYS “NO” 

However, the NACJ board decided against it, and at 
the end of an all-day session in the Hotel Sherman, 
issued the following statement: 

“The Board of Directors of NACJ met in Chicago 
on Feb. 2, 1942, for the primary purpose of consider- 
ing the question of consolidating the two retail asso- 
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ciations on the basis of certain resolutions adopted 
by a special committee in New York on Jan. 18, 
1942. After long and deliberate consideration it was 
unanimously voted that the plans presented would 
not effect the desired purposes and it was, therefore, 
disapproved. All members of the board expressed 
their hope for unified and cooperative action and the 
board accordingly adopted by unanimous vote a reso- 
lution requesting the formation at the earliest prac- 
ticable date of a Jewelers Congress or Council repre- 
sentative of the industry to the end that the interests 
of our trade might be better protected and fostered.” 


The meeting was, of course, a closed one, and the de- 
tails of the deliberations and the reasons that prompted 
the action are not known. It is understood, however, 
that the refusal to unite was based principally upon two 
points: first, a feeling on the part of at least some of 
the directors that NACJ should have had equal repre- 
sentation on the board with ANRJA; and, second, the 
opinion that credit jewelers should have a separate and 
distinct association to deal with matters affecting install- 
ment selling problems. 


ANRJA VOTES "YES" 

Meanwhile, the executive committee of ANRJA had 
voted to adopt the proposal, and the plan had been 
submitted to the membership at large for final ratifica- 
tion. A general letter setting forth and explaining the 
resolution was mailed by the secretary to each member 
on Jan. 20. With each was enclosed a ballot on which 
each member was asked to indicate his approval or dis- 
approval, with instructions to sign and return it before 
Feb. 10, sealed in a special envelope which was enclosed 
for the purpose. 

On Feb. 10, representatives of the two national 
jewelry trade publications, Harry Bromley, vice-presi- 
dent of National Jeweler, and Fred V. Cole, editor of 
Tue Jewevers’ Circutar-Krystone, who had _ been 
named as tellers, opened the envelopes and tabulated 
the votes. 
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A total of 918 ballots was received, of which 747 
were in favor of the plan and 121 against it. Fifty were 
invalid because the members who returned them, al- 
though they had signed their names, had failed to mark 
their preference. The valid vote therefore was slightly 
more than six to one in favor of the consolidation, and 
the few that could not be counted were too small in 
number to have had any effect upon the result. 

The by-laws of ANRJA provide that voting on all 
questions is by states, with the vote of each state being 
cast according to the vote of the majority in that state 
—just as in a United States presidential election—each 
state being assigned a number of delegates or votes in 
proportion to the number of members it has. The ballots 
were, therefore, tabulated by states to get. the official 
state vote, which was 149 for the consolidation and 6 
against it. 


MOST CREDIT JEWELERS WANT MERGER 


Since ANRJA has a large number of credit jewelers 
among its members, it was suggested that a separate 
count of the ballots of only those who are classified as 
credit jewelers in the directory of the Jewelers’ Board 
of Trade would be interesting, because, although it would 
have no official standing, it would provide an excellent 
indication of sentiment among the rank and file of the 
credit-selling section of the trade. 

The result was even more overwhelmingly in favor 
of uniting the two associations. Of the 233 credit jewel- 
ers who marked and returned ballots, 225 voted for the 
merger and only eight against it. Eighty-nine of the 
233 are members of NACJ, the vote of this block being 
86 for and three against the consolidation. Apparently 
neither credit jewelers at large, nor the ordinary mem- 
bers of NACJ concur in the views of the board of direc- 
tors of the latter association. 

Ralph Roessler, NACJ president, has also expressed 
his dissent from the action of his board. Mr. Roessler 
has long seen the need for, and has repeatedly urged, 
the unification of retail jewelers’ associations. He whole- 
heartedly endorsed the recent effort to bring ANRJA 
and NACJ together and played an important part in 
the attempt to arrive at an acceptable formula for the 
recently proposed merger. Because the board of direc- 
tors has officially gone on record as opposing the prin- 
ciples which Mr. Roessler advocates, he feels that he 
can no longer conscientiously represent the views of his 
board, and therefore, rather than be placed in the posi- 
tion of being the agent to carry out a policy in which 
he does not sincerely believe, has tendered his resigna- 
tion as president of the association. 


ROESSLER RESIGNS, STATES VIEWS 


His letter, a copy of which was sent to each member 
of the board under date of Feb. 5, 1942, reads in part 
as follows: 

“On Feb. 2, 1942, a legal quorum of the board of 
NACJ met in Chicago and refused to accept the 
recommendations as set forth in the resolutions pro- 
posed by the joint committee in New York. Among 
the reasons given were unequal representation on the 
proposed new executive committee and the necessity 
of maintaining an association whose primary objec- 
tive is to serve the retail credit jeweler. 
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“From the beginning of my associations with NACJ 
as a director and later as president, my belief in the 
ultimate necessity of one well-organized, highly 
financed and modernly set up association representing 
the entire retail jewelry industry has been of gen- 
eral knowledge. Following the campaign last year 
for and against a manufacturers tax and the many 
bitter things that came from it, my belief in a new 
association was further strengthened. Then came the 
War and unity of thinking and action became the 
national necessity. As a matter for record, I pre- 
sented to our board evidence that I had, upon my 
own initiative, had conferences on the matter of start- 
ing action to bring about some unifying process in 
the retail associations. This did not meet with the 
approval of the board who believe it to be for the 
best interests of the credit jewelers that a separate 
credit association be maintained. By this action, any 
further activities toward consolidation or the forming 
of a new and greater association, necessarily must 
meet with the disapproval of the board and I would 
be placed in position of doing one thing while believ- 
ing another. 

“It is evident, in view of these demonstrable facts, 
and for the best interests of the association, that I 
should resign from the presidency.” 

Up to the time of going to press, no further meeting 
or action had been taken by the NACJ board, although 
one or two informal conferences have been held between 
some of its members and representatives of the exhibit- 
ors regarding the possibility of NACJ staging its in- 
dividual jewelry show in connection with its convention 
in August. 

ANRJA also announced that because of NACJ’s re- 
jection of the plan to merge the two associations, it 
likewise intends to revert to its previously announced 
plan to hold its separate convention with an accompany- 
ing show at the Waldorf-Astoria in New York during 
the week beginning Aug. 24. 


PROSPECTS FOR SHOWS ARE DUBIOUS 


The larger exhibitors, however, have shown a marked 
lack of interest in going back to the two-show idea. 
They take the position that this year especially, in view 
of the fact that they will probably be unable to supply 
all the merchandise that will be wanted, they would 
really prefer to have no show at all, and that to dupli- 
cate expenditure of time, effort and money in display- 
ing at two shows goods for which they may be unable 
to take orders anyway, is entirely unjustified. 

Many of the bigger manufacturers have said that 
while they would be willing to go into one united show, 
principally to support a united retail association, they 
will not support two rival ones, and because they will 
not be placed in the position of favoring one group over 
the other, they will decline to exhibit at all. 

Some talk has been heard among retailers of try- 
ing to renew the arrangement of the past two years for 
individual but simultaneous conventions of the two asso- 
ciations with one jointly-sponsored show, but the various 
developments of the past year make this unlikely, and 
the prospects for success of the separate shows appear 
somewhat dubious as of the present writing. 
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There’s Traffie in Hearts! 


NE day last spring a salesman informed the Bowen 

Jewelry Co., of Lynchburg, Va., that heart 
charms were fast-sellers in jewelry stores of a number 
of other cities. He produced a good effect with a lot 
of facts and figures and was so insistent that Bowen’s, 
more out of friendship for the salesman than enthusiasm 
for hearts, wrote out a sample order for a few bracelets 
and a dozen hearts. 

Charles W. Bowen, Jr., has good reason to remember 
the happy day of that first order because in the follow- 
ing months, April through December, Bowen Jewelry 
Co. sold no less than 25,000 heart charms—that in a 
medium-sized city of 45,000 people and in spite of the 
fact that five other Lynchburg jewelry stores and two 
department stores were likewise selling hearts. 

That exploit confirms the title of this story—‘‘There’s 
traffic in hearts!” 

But to go back to last April, Bowen’s sold the initial 
order within about two weeks and re-ordered, again 
cautiously, this time for one-half gross. During the next 
seven months, the store’s average monthly sale of hearts 
amounted to more than 1000 pieces, and in December 
there were several orders of ten gross at a time. 

The Heart Bar shown in the accompanying picture 
delivered $2,500 worth of sales in the single month of 


Girls’ popular fad of wearing friends’ 
“hearts”? on bracelets made 25,000 sales 


for this Lynchburg jeweler’s “ heart bar’’ 


by ARLAND USSHER 


December, and, showing that hearts are by no means 
entirely a gift proposition, sold nearly 150 hearts the 
day after Christmas. This highly satisfactory volume 
has carried over into the present year and now, nearly 
12 months after that first experimental order, heart 
charms continue to make money and build traffic for the 
Bowen store. 

How Bowen’s selects its heart stock, what price lines 
it features, how the buying and wearing of hearts can 
be developed into a widespread hobby—these are some 
of the topics outlined during an interview with Charles 
W. Bowen, Jr., president of Bowen Jewelry Co., Inc. 

“The chain of sales,” said Mr. Bowen, “naturally be- 
gins with a school girl or a young woman acquiring a 
link bracelet, with a lone heart attached to it. Somebody 
may give her the bracelet, but once she sees her friends 
wearing bracelets and the thing growing into a fad, the 
chances are she won’t wait to be given one but will buy 
the bracelet and the starter single heart for herself. 

“She then suggests to her friends that they add a 
heart to her bracelet, as a lasting remembrance of the 
donor. Each heart is engraved on the back with the 
initials of the one who gives it, so that the bracelet when 
completed may be loaded with closely-strung engraved 
heart tokens, one from each of many friends and perma- 
nently identified with whoever gave it. 

“Especially popular girls may sport from ten to forty 
charms on their finishec bracelets. Some have so many 
friends they wear two or more bracelets, each heavily 
hung with hearts.” 

Further developing the sales possibilities of this fad 
the Bowen Jewelry Co. organized a separate department 
for heart bracelets and heart charms and called it a 
“Heart Bar.” The total cost of the display pictured 
on the facing page was less than $3, the price of the 
cardboard signs over the wall display and the nine-foot 
show case. 

Depending on the number of customers buying hearts 
at a given time, between one and three girl sales clerks 
are stationed behind this counter. Copying five and ten 
cent store and department store methods, dozens of dif- 
ferent styles of hearts are displayed on top of the 
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Her hearts belong to daddy. This is Ann Marie Bowen, presiding at the Bowen Jewelry Co.'s enter- 
prising "Heart Bar," where hundreds of Lynchburg, Va., girls have started their heart bracelets. 


counter, where they can easily be picked up and closely 
examined. 

“The bracelets and hearts come in a wide range of 
materials and prices, from electroplate through sterling 
silver and gold filled to karat gold, but the major part 
of our business has been in the sterling silver models. 
The bracelet and single heart that comes with the brace- 
let sell for $1 to $2, and the hearts for 55 cents, with 
the usual profit markup. As might be expected, 90 per 
cent of the sales are for cash. 

“Probably the best selling point in a jewelry store is 
the free engraving of the hearts with the initials of 
whoever is giving it to the possessor of the bracelet. We 
engrave three initials free on the back of each heart and 
charge for additional engraving at the rate of three 
cents per letter. 

“Newspaper ads and radio spots have been used, but 
once these heart sales are started, word gets around 
that Bowen’s or Smith’s or Jones’ have the new heart 
bracelets. Store and window displays help materially 
in the promotion.” 

The charms have been promoted in part of the firm’s 
big-space, six to eight column newspaper advertisements, 
which, however, are given over mostly to rings and 
watches. One charm is usually shown about twice actual 
size, with this wording below: “Sweetheart charms 55c 
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Heart bracelet as purchased (above) and after friends have 
presented initialed hearts (below). 


to $1.25. Three initials engraved free. In lovely ster- 
ling and enamels. An inexpensive gift yet lasting.” 
Some months, ten or a dozen radio announcements 
(Please turn to page 78) 
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Prorating of 


Overhead Costs 


Is Needed Today 


Teday. more than ever. you must know 
what it costs you to run every department 
im your store; efficient management 


is essential during this emergency 


by FRED MERISH 
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— Smith made money and lost money in 
1941. Sounds paradoxical; nevertheless, it is 
true. An analysis of the records shows that although 
Smith made $2,100 or 7 per cent net profit on his total 
sales volume of $30,000, he lost money on glass and 
china and earned only 3.2 per cent on silver, always 
profitable lines where management is sound. The other 
departments were carrying these “weak sisters.” 

When we disclosed our findings to Jeweler Smith, he 
was skeptical. Said he, “I keep departmental records 
of sales, cost of sales and margins. I charge the direct 
expense, such as rent, insurance, repairs, etc., to the 
departments involved and the books show that every 
department is holding its own. Indirect expenses are 
not pro-rated but charged to an account called, ‘general 
business administration.’ However, I watch my indi- 
rect expenses closely, and last year they totaled only 
$4,050 or 13.5 per cent of sales, which is considered a 
safe ratio for retail jewelers. The fact that I made 
$2,100, or 7 per cent on my gross, after deducting these 
expenses indicates that the business is being managed 
efficiently. Please explain how you figure that I lost 
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money on my glass and china and earned only a low 
profit on silver.” 

As we explained it to him, we now explain it to you. 

Overhead expenses fall into two groups: direct and 
indirect, the former clearly applicable to specific de- 
partments. The latter, such as office expense, owner’s 
salary, telephone service, heat and light, are not ap- 
plicable to any department but are chargeable to the 
business as a whole; nevertheless, they must be pro- 
rated in some way to the various departments or lines to 
arrive at true departmental profit. Because the indi- 
rect expenses are pro-rated indirectly, they are given 
that name. All expenses ultimately must be charged 
to income-producing departments because they are the 
only sources that can recover these charges. Many 
jewelers, like Smith, handle direct expense properly 
but consider indirect expense only as a total instead of 
pro-rating it to income-producing departments; hence, 
they never ascertain the relative strength of their de- 
partments or lines and manage them “in the blind,’ a 
condition doubly dangerous to success because these 
jewelers are misled by thinking they have the true facts 
when really they do not. 

From long study of retail accounting methods, we 
find that the recording of direct expense gives little 
trouble but that the handling o indirect expense often 
confuses. Much of this confusi_n is engendered by the 
many involved discussions, verbal and printed, anent the 
allocating of overhead expense. Jewelers are advised 
to distribute overhead upon an experience percentage 
basis, upon departmental sales, upon space used for de- 
partmental activities or lines, to break down each item 
of overhead and compute the departmental ratios, to 
pro-rate selling expense on a basis different from the 
distribution of other overhead, etc. 

No wonder that many jewelers assume that the pro- 
rating of indirect overhead expense is intricate and 
costly, hence, let it slide or do only a half-baked job 
as Smith did. However, while accountants may differ 
as to the best method of allocating overhead expense 


Indirect overhead expense........ $9,450 
Direct overhead expense ......... 4,050 13,500.... 45 








Net profit on 1941 sales ............. ex Sea Wes $2,100.... 7% 


The direct expenses were properly distributed to the 
various departments; the indirect expenses were com- 
bined under one account called, “General business ad- 
ministration.” 

Here is the way the direct expenses were depart- 
mentalized on the books: (Smith’s business being a small 
one, he had it divided into only a few main departments. 
Other jewelers may find it better to sub-divide sales 
into more lines or departments. As in all managerial 
routine, the correct procedure is to make the system fit 
the business. ) 


Departments Direct Expense % of total 
bg) EEE eT CIT ery E $3,402.00 36 
WHMMEEEL wif/ccwec ss aan base eemesuas 1,417.50 15 
IN i vein ice cudectwete aaa pega 850.50 9 
CL Ere rr rere creer ec 1,606.50 17 
Gift and art wares ......... 2.000. 1,039.50 11 
CNM NOMINEE 55 80S 6a doe eee ds 1,134.00 12 
Total direct expense .............. $9,450.00 100 


The percentages represent each department’s propor- 
tion of direct expense to total. To arrive at the proper 
allocation of the indirect expense, which, in Smith’s case 
was $4,050, we pro-rate it in the same percentages to the 
same departments, with the following allocations of 
indirect expense: 


Indirect % 


oO 
rainy Expense of total 
REF Pe ere ree $1,458.00 36 
boo on, SEL ETL ON eee 607.50 15 
MD i cdc veces ss veensdasese 364.50 9 
Sp wehG nba ccahes vw etaewens 688.50 17 
Gift and art wares ........<edéces 445.50 ll 
CR ee sb co on sce coxen 486.00 12 
Total indirect expense ............. $4,050.00 100 


Now, for the final recap of Smith’s departmental ac- 
counts with the indirect expenses ($4,050), properly 
pro-rated: 








Departments Sales Cost of Sales Gross margin 
Jewelry ...........$10,720 $5,012 $5,708 
WP OUOMER © 6.65.0 5.5 are a 4,500 2,080 2,420 
seine 2,800 1,168 1,632 
Silver EE Par 4,890 2,440 2,450 
Gift and art wares.. 3,300 1,417 1,883 
Glass and china .... 3,790 2,283 1,507 
WOE cawraSentiukwn $30,000 $14,400 $15,600 








Direct expenses Indirect expenses Net profit % 
$3,402.00 $1,458.00 $848 8.0 
1,417.50 607.50 395 9.0 
850.50 364.50 417 14.9 
1,606.50 688.50 155 3.2 
1,039.50 445.50 398 10.3 
1,134.00 486.00 113—Loss 3.0—Loss 
$9,450.00 $4,050.00 $2,100 





for retail stores in general, this writer after many field 
tests and years of experience on the accounts of jewel- 
ers, has found that the following method is most ap- 
plicable to this field, as well as being simple and 
accurate. 

Smith’s accounts make an excellent case study because 
they are indicative of the incorrect pro-rating of so 
many other jewelers. Smith’s condensed profit and loss 
statement for 1941 was as follows (we eliminate cents 
and use round figures for clarity): 





BD inca heiecaus Cnt éeeu deme i ame eeabet $30,000... .100% 
Cost of sales .......... sebateraveseureanwne 14,400.... 48 
Gross margin on sales .......:.....2.0++00+% $15,600.... 52% 
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The foregoing analysis shows how important it is to 
pro-rate overhead expense properly, both direct and 
indireet. By making all departments carry their fair 
share of expense, an analysis of the accounts will reveal 
to the merchant the relative value of each department 
as a profit-builder and that is what he should know to 
manage his business intelligently. It is not revealed 
unless all expenses are properly distributed. The fore- 
going breakdown shows that Smith lost 3 per cent on 
sales of glass and china; that the sales of repairs were 
most profitable from a percentage standpoint; while 
from the standpoint of dollars and cents, jewelry was 

(Please turn to page 70) 
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Watches and jewelry pinned to cut-out cap-and-gown figures 


Graduations Early This Year 


EWELERS'’ graduation gift window displays and 
advertising must be speeded up this year because 
most colleges are advancing Commencement Day by a 
month or more. Thus 1942’s crop of graduates will be 
available in early May or late April for military service 
or industrial jobs essential to the war, and many educa- 
tional centers will substitute a summer session for the 


by ETHEL LAKE 


usual vacation so that “grads” can be turned out in three 
years instead of four and before their 21st birthdays. 
Even though this spring’s graduations are so hastened 
by the war, selling promotions should follow a peacetime 
pattern. The dads and mothers, the brothers and sisters 
and sweethearts know, without your telling them, that 
Bill Smith may be off to Tokyo fast enough after leav- 
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Above — Detail 
showing shape to 
cut flexible card- 
board wings to fly 
through the air in 
the display at right. 


Right — How to 
make the pillar 
support for the 
chest of flatware. 








A gay, springtime showing of flatware and hollowware 
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ing Alma Mater. And Graduation Day remains a great 
event in most families, to be celebrated with the gift 
of a watch, a typewriter, a radio or a ring, without un- 
necessary reminders that the boys who receive these 
traditional gifts will be throwing down their diplomas 
to shoulder a gun. 

The graduation display, sketched facing, therefore 
uses some of the conventional props and is both effective 
and easy to make. A good-sized banner of some nearby 
college is fastened to the center background, as step 
No. 1 in constructing this window. Next—and this is 
the only slightly difficult part of the whole job—cut 
three figures out of cardboard, conventional representa- 
tions of graduates, in cap and gown. The outline of 
the man is fastened to the background, overlapping 
part of the banner, while the two girls’ figures are 
hinged together at the hands and will stand by them- 
selves like two parts of a screen. 

The diplomas can be high-grade white paper, rolled 
and tied with ribbon of the same color as the banner 


Right— Garden-minded 
window shoppers will 
like this imaginative 
display of new watch 
styles. Watches are 
fastened to colored 
cardboard discs, 
mounted on green stalks. 
The text tells how. 


breaking, and hung from the ceiling by fine silver wires, 
with the wings arranged as if the “birds” were in flight. 
Two more of these silver flatware birds are perched on 
the chest and another on the birdbath. 

Both the birdbath and the chest are ingenious and 
fanciful but easy to work out. Instead of the real thing, 
the birdbath is a silver bowl, supported by a roll of 
silver cardboard, which rests on three cardboard discs, 
a large one of pink, the next one of light green, and the 
smallest one silver color. (Miller Paper Co., 80 Wooster 
St., New York, has silver cardboard that rolls easily.) 

The flatware chest, which represents a birdhouse, is 
mounted on a light green wooden column, the top of 
which has been cut at a slant and fitted with an easel- 
like platform to accommodate the chest. Both the col- 
umn and base may be painted or covered with velvet. 
The accompanying sketch shows how to build the column 
to hold the chest in place. 

Hollowware is arranged as indicated in the sketch, 
and flatware pieces are displayed on the middle disc 











at the back. The one unrolled banner is the topy card, 
“For the Class of 1942.” 

These atmosphere accessories will call attention to 
wrist watches, clips, studs, brooches that are fixed in 
proper position on the cut-out figures (for example, 
watches attached to the wrists, pins fastened to the neck- 
lines, and a bracelet suspended from one of the hands). 
In addition, wrist watches are looped around some of 
the diplomas and other jewelry is hung from the diplo- 
mas that are placed horizontally or pinned to and draped 
over diplomas laid on the floor. 

There are other things, besides Commencement Day, 
that the war can’t blitz away from us. Chief among 
these, any week now, is Springtime itself and this sug- 
gests the two other window displays pictured herewith. 

The sketch below on facing page, in the mood of 
“There'll be bluebirds over the white cliffs of Dover,” 
provides a gay, springlike setting for silver flatware 
and hollowware. Forks and spoons are wired to wings 
cut from flexible cardboard which will bend without 
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below the birdbath, on the flying wings and inside the 
chest. 

The other window suggestion will display and help 
sell men’s and women’s watches in somewhat the same, 
timely springlike theme. It’s a garden, blooming with 
the smartest watch styles. 

The display fixtures here are circles of cardboard, 
either colored or covered with velvet, arranged to simu- 
late posies, with a number of wrist watches attached to 
the “flowers” and to the green-colored cardboard leaves. 
The three topmost circles, yellow, and the four next on 
the right, orange, are fastened to the background. The 
two at the right of these, one blue with a pink center, 
and the other violet with a yellow center, have their 
tops fastened to the background and slant forward to- 
wards the front of the window. One pink-colored circle 
lies on the floor at the far right. 

The three circles at the left, colored pink, are at- 


tached to stands of wood, painted green or covered with 
(Please turn to page 96) 
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Cards like these make and keep friends. Top 
to bottom: (1) to suggest it's time for another 
watch check-up; (2) to charge-account cus- 
tomers, “forget-me-not"; (3) to new residents 
in town; (4) to babies on their first birthday 


How make customers of local residents and 
keep their business at home? This small-city 
jeweler has found a successful answer 


N 1931 there came to Palo Alto, Calif., a jeweler 
and watchmaker, F. W. Gleim, who opened a small 
store and prepared for business. He was courageous, 
for Palo Alto is situated too near to.the big San Fran- 
cisco metropolitan center to be an easy business field, ex- 
cept for food. Many of Palo Alto’s residents commute 
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These Low-Cost Ideas 
Build Sales. Despite 


N earby Metropolis 


by ELSA GIDLOW 


to work in San Francisco, do most of their buying there, 
and many a merchant who started out hopefully in the 
suburban community has had to close his doors, while 
others have barely managed to stay alive. 

Undeterred by this adverse set-up, Mr. Gleim hung 
out his sign. He did something else—he began immedi- 
ately to advertise. He couldn’t afford the impressive 
big-space ads of the large metropolitan stores, but he 
realized that if he hoped to get business he must let 
people know what he had to offer. So he started out 
with small space, trying to make his ads noticed and 
remembered by their frequency of insertion and the un- 
usualness of their message. 

Being an expert watchmaker, Mr. Gleim decided that 
the good service he could render in this direction was 
one of the best things for him to feature, especially as 
he could not hope to compete with the nearby big-city 
jewelers in the size and variety of his stock of merchan- 
dise. 

How to tell effectively in small space the story of his 
skilled service was the next problem. He hit upon the 
solution of dramatizing it with a few words—‘$25.00 
reward for any watch or clock we fail to repair .. . 
Gleim, thejeweler.” 

It attracted so much notice and was so successful in 
bringing customers to the store that the phrase has been 
incorporated in every ad that has been run since that 
first trial, and has been adopted by the store as a slogan, 
appearing on every piece of printed matter—letterheads, 
billheads, sales slips, repair envelopes, business cards, 
etc., as well as in the newspaper ads which are run at 
least three times a week. 

Gleim stayed in business where others had failed and, 
gradually, the business grew. One watchmaker was em- 
ployed and Mr. Gleim also had the very great assistance 
of his versatile and talented son. While attending high 
school, and later college, Gleim, Junior, spent his eve- 
nings, weekends and holidays repairing clocks and help- 
ing in the store. It was still a small, traditional jewelry 
store and watch repair shop, but it was beginning to 
make customers and friends and build up repeat busi- 
ness. 

In January of 1938, when young Arthur Gleim was 
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Dr. Arthur Gleim, optometrist 


barely in his twenties, Gleim, Senior, passed away. The 
young man had started a course in optometry and, ap- 
parently, unless he gave this up there was no one to 
carry on the business, which was just getting well 
started. 

It was at this point that Mrs. Gleim, a woman with no 
previous business training, entered the picture by an- 
nouncing she intended to carry on. Cora Arthur Gleim 
—to whom her associates now attribute the subsequent 
remarkable growth of the business—first insisted that 
her son complete his college training, although it would 
take him away from home and away from the business 
when he was most needed, and she herself took charge. 

Undaunted by the proximity of San Francisco's shop- 
ping center, Mrs. Gleim believed that the only way to 
make customers of local residents and keep their busi- 
ness at home was to give them something they could not 
get in the big-city store. First, she thought, she must 
draw people into the store, and then have what they 
want when they get there. She determined to offer the 
goods found in the city, with full stock, and to supple- 
ment this with friendly personal interest in clients and 
potential clients, in an atmosphere of willing accommo- 
dation. 





Reward notices dramatize the watch repair department 
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Growth necessitated new quarters 





She added help even faster than she could afford it 
(by the standards of many merchants) and she planned 
at once for increased space and fuller stock. By the sum- 
mer of 1940 the growth of the business necessitated a 
move to new quarters. The new building was not par- 
ticularly attractive. Like the original place of business, 
it was more or less old fashioned. So Mrs. Gleim under- 
took its complete modernization and redecoration. 

Now, solid mahogany cases line the west wall of the 
store, while soft grey cases, cabinets, tables and chairs 
give pleasant contrast to the opposite side. Upholstery 
and draperies are of a light blue-green. Touches of 
lavender silks and velvets under displays set off the 
richness of the stock and are in harmony with large 
flower plaques, painted by Mrs. Gleim, which hang on 
the east wall. The new popular innovation of a “baby 
corner” has a color scheme all its own; the traditional 
blue and pink. A large skylight gives the store complete 
daylight and adds to its cheerful appearance. Since the 
redecoration, a high percentage of visitors have been 
observed to spontaneously comment upon the store’s at- 
tractiveness, and it is not uncommon for customers to 
speak of the friendly atmosphere. 

The present personnel of the business, in addition to 
Mrs. Gleim, consists of three watchmakers, one jewelry 
repair man, and three women who are selling, also 
Arthur F. Gleim. Dr. Gleim now has his optometry 
room at the rear of the store, making it possible for 
him to fill two roles, optometrist and assistant in the 
jewelry end of the business. 

The clever ideas that have been responsible for the 
extraordinary growth of a small business under unpro- 
pitious circumstances are legion. Mrs. Gleim, the most 
active person on the premises, is constantly thinking up 
new ones and immediately putting them into practice. A 
few of the most succéssful and most consistently used 
are described below. 

Since the beginning of 1939, nearly 6000 watches 
have been repaired in the shop. Nearly 25 per cent of 
these customers have returned for later services of one 
sort or another. What has been responsible for the 

(Please turn to page 76) 






49 









The baby corner is pink and blue 














Hard-to-light windows — 
high, long and narrow— 
often loose out after dark. 
However, new lighting in- 
stalled for Cowell & Hub- 
bard produces high lumin- 
osity at display levels and 
absorbs plenty of atten- 
tion from theater crowds. 


Light Up eee And Sell by WILLIAM R. MURPHY 


ROVITABLE after-dark window display calls for 

(1) desirable merchandise, (2) sufficient volume of 
sidewalk traffic, and (3) enough illumination to bring out 
the sparkling beauty of precious stones, crystal and 
polished metal. 

Cowell & Hubbard, naturally, showed a hard to-beat 
selection of watches, jewelry and silverware in the 16- 
foot show window of their store at 1305 Euclid Avenue, 
Cleveland, and the presence of four of the city’s largest 
downtown theaters in nearby Playhouse Square, three of 
them on the same side of the street as the jewelry store, 
assured heavy sidewalk concentrations every evening. 

However, though a certain percentage of the sidewalk 
traffic would linger momentarily in front of the window, 
it was all too apparent that the display wasn’t piquing 
curiosity, generating “‘oh’s” and “ah’s” and leading up 
to sales next day the way it should. 

The window, by the way, is long, high and shallow— 
about six and a half feet from floor to ceiling, two and 
a half feet deep, besides being 16 feet from end to end. 

Such was the situation, then, when H. B. McCague, 
the store’s advertising manager, called in the local 
utility company’s lighting engineers and confirmed his 
suspicion that the window hadn’t been pulling because 
it hadn’t been really lighted. 

Converted for better seeing and better selling, Cowell 
& Hubbard’s window received the following modern 
lighting equipment: 

(1) A knockout strip screwed into the ceiling. This 
is a square-shaped wiring duct for assembly of reflector 
type illuminating units. The face is provided with suit- 
ably shaped knockouts spaced three inches apart, pro- 


50 


viding for quick installation of sockets on any desired 
spacing. (Knockout strip is furnished in standard 10- 
toot lengths at a list price of $4 a length.) 

(2) Thirty porcelain sockets, easily locked into as 
many of the knockouts, at intervals of six inches. 
(Sockets are priced at 35 cents each.) 

(3) Thirty Permaflector units fitted to the sockets, 
half of them equipped with 200-watt and the rest with 
150-watt incandescent lamps. (Permaflectors, incident- 
ally, for the information of other jewelers interested in 
installation costs, cost $4 each.) 

(4) A gray valance. draped over the upper third of 
the window, as shown in the photograph, to conceal the 
light source, eliminate glare from shoppers’ eyes, and 
concentrate 100 per cent attention on the display. 

Specially intended for high and shallow windows, two 
or three times taller than their depth, the lighting units 
in this installation concentrate light where it is wanted, 
down across the shallow window floor, where every de- 
tail of the merchandise on display can be seen to ad- 
vantage. Between 85 and 87 per cent of the illumina- 
tion is cast upon the display itself, with a minimum of 
wastage on the sidewalls and ceiling. 

Measurement of the lighting intensity throughout the 
display now reveals 350 foot-candles, sufficient illumina- 
tion to draw attention from across the street, from auto- 
mobiles and street cars, as well, of course, as from the 
whole width of the sidewalk. 

Thus, the window displays that otherwise would have 
been somewhat ignored after dark, have now built up a 
crowd-drawing reputation, and a larger number of sales 
can be traced directly to the window than ever before. 
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On the Air in March 


over 150 radio stations 
the Third Series 


of the 





World's Most Honored Music Programs 


for 
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HoHOR EE D WATCH 


WITH 
MISHEL PIASTRO—world-famous violinist 
THE LONGINES SYMPHONETTE AND CELEBRATED SOLOISTS 


including John Corigliano, violinist, and Joseph Schuster, Cellist 


Now a thoroughly established radio fea- 
ture, the Longines WORLD’S MOST 
HONORED MUSIC PROGRAMS returns 
to the air in March over 150 radio stations 
from coast to coast and from Canada to the 
Gulf. The Longines-Wittnauer “network” 
for these programs is the largest being used 
for any regularly scheduled radio program 
series. It supplements the use of time sig- 
nal announcements in many major markets. 
It is an addition to our regular magazine 


advertising campaign in the Saturday 
Evening Post, Life, Collier’s, Time and 
other national magazines. The advertising 
in car cards in leading markets and other 
advertising also continues. The 1942 
Longines-Wittnauer advertising campaign 
will continue and stimulate the growing de- 
mand for Longines-Wittnauer watch lines 
. .. more than ever, the one fine line no fine 
jeweler can afford to be without. 


LONGINES-WITTNAUER WATCH CO., INC. 


580 FIFTH AVENUE, NEW YORK. N. Y. 
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French cut. A square, mixed cut stone 
with a square table turned at 45 
degrees to the outline of the stone. 
The crown is normally brilliant cut, 
but the pavilion may be either step 
or brilliant cut. 

French finish. See BUTLER FINISH. 

French measurement. A system of 
linear measurement, based upon 
the ancient Paris foot; one ligne 
is one-twelfth of the inch, which 
is one-twelfth of the Paris foot. 
Swiss watch movement diameters 
are mostly measured in lignes. See 
DOUZIEME. 


French polish. Shellac dissolved in al- 
cohol, sometimes having color add- 
ed, used as a varnish for clock 
cases, jewelry or silverware boxes, 
etc. 


Frémy rubies. Synthetic rubies made 
by the French chemist, Frémy, by 
a chemical reaction process which 
involved heated aluminum fluoride 
and which resulted in the forma- 
tion of small but very well formed 
crystals. Some of these were cut 
and were known as “scientific 
rubies.” 


frequency. The rate per unit of time 
of the oscillations of an alternat- 
ing electric current. A frequency 
of 60 cycles per second is mostly 
used in current for synchronous 
motor electric clocks. 


fresh water pearls. Pearls from a mus- 
sel living in fresh water, of the 
genus Unio. The shells have a very 
fine luster and have been exten- 
sively used. Some very fine pearls 
have been found during the fishing 
operations. 


fret. An ornamental part of a clock 
case, with a design in sawed 
pierced-work, usually fastened 
above the hood of the case, made 
of thin wood or metal. 


fret saw. A saw for cutting fretwork. 
See FRAME SAW. 


fret-work. Angular interlaced orna- 
mentation, used sometimes in bor- 
ders of silver articles. 


friction. An effect produced when two 
surfaces are caused to slide on 
each other. Friction resists motion, 
consumes power, produces wear on 
the sliding surfaces. It may be 
minimized by selection of materials 
for sliding parts of mechanism, 
polishing the surfaces, lubrication. 
See ENGAGING FRICTION ; DISENGAG- 
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ING FRICTION ; FLUID FRICTION ; ROLL- 
ING FRICTION; SLIDING FRICTION. 


_ frictional brake. The earliest device 


for overcoming the irregularity of 
power from a mainspring between 
its wound-up and run-down condi- 
tions. It comprises a heavy spring 
with a roller on its free end, which 
rolls on the edge of a cam which 
opposes the mainspring power with 
diminishing force as the mainspring 
runs down. See STACKFREED. 


frictional escapement. One of a class 
of timepiece escapements in which 
the part that applies power (im- 
pulse) to the balance, remains in 
frictional contact with some part 
of the moving balance during prac- 
tically its entire vibration in each 
direction. The opposite principle is 
embodied in “detached” escape- 
ments, in which the impulse-apply- 
ing part is held free from contact 
with any part of the balance dur- 
ing nearly its entire vibration in 
each direction. See CYLINDER ES- 
CAPEMENT; DETACHED ESCAPEMENT; 
DUPLEX ESCAPEMENT; VERGE ESCAPE- 
MENT. 

frictional-rest escapement. See FRIC- 
TIONAL ESCAPEMENT. 


friction jeweling. Jeweled bearings for 
pivots in watches, in which the 
jewels are pressed friction-tight 
into framework of the movement, 
instead of being set by burnishing 
metal over the edge of the jewel. 

friction plating. Process of gold or 
silver plating, by rubbing a metal 
surface with a wad of cloth or cot- 
ton, wetted with a chemical paste 
containing the metallic element to 
be coated on the work. Used for 
silvering timepiece dials, for patch- 
ing worn spots on plated work, etc. 

friction staff. A typve of balance staff 


for watches, in which 

the staff is fastened C2 

to balance by a fric- 

tion-fit in a hole in 

a hub on balance, in- f 

stead of being riv- 

eted into a hole in 

the balance arm. oe 
friction-tight. Term meaning fitting 

a part on another by a tight fit 

that requires considerable force to 

put together or separate the parts. 
fried egg server. A server with a hol- 

low handle and broad stainless steel 

blade, used when serving fried 

eggs or eggs on toast. 


friendship jewelry. Bracelets, rings, 


ee 





etc., on which are hung bangles 
given by the wearer’s friends, en- 
graved with their names or initials. 
See BANGLE. 

friendship ring. See GIMMAL RING. 


Friesland clock. A type of clock 
originated in Friesland province 
of the Nether- 
lands, usually 
made to hang 
on a wall, with 
an ornate hood 
covering the 
movement, and 
the weights 
and pendulum 
hanging ex- 
posed. 

frieze. In the de- 
signing of 
some clock 
cases, an orna- 
mental band 
between a cor- 
nice above and 
a part below 
that usually 
rests on columns or pilasters. 

frit. Pulverized enamel, ready to fill 
and melt into spaces cut in work 
to be hard-enameled. See ENAMEL. 


frost agate. A fanciful name given to 
a gray chalcedony with white mark- 
ings within the stone resembling 
snowflakes or patches of snow. 


frosting. A type of finish on metals, 
consisting of a myriad of small pits 
in the metal surface, produced by 
sandblasting, steel-bristled brushes, 
grinding on a lap with coarse abra- 
sive, or chemical action. Varieties 
of frosting are used as finishes on 
watch parts, jewelry and silver- 
ware. 


frothy amber. A chalky white opaque 
amber. 


fruit knife. A knife usually with a 
hollow handle and pointed blade, 
for cutting fruit. In size it is a 
little smaller than a dessert knife. 


frozen dessert slicer. Hollow-handled 
implement similar in appearance 
to a pie server, but with a longer, 
narrower blade. 


fuchsite. A green chromium-colored 
mica which colors the common 
green aventurine quartz, in which 
it often occurs. See CHROME MICA; 
COPPER MICA. 

fulcrum. The point of support for the 
action of a lever. Pivots of train 
gear wheels, of pallet arbor, of bal- 


Friesland 
Clock 
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In the 1942 line, Hadley again proves that 
ladies’ watch bracelets can be exquisitely styled 
... in harmony with the finest watches. 

Add to this distinctive styling the Hadley 
Sliding-Folding Ratchet Center, easiest of all to 
operate and adjust . . . interchangeable ends for 
easy fitting to any watch . . . extra gold at the 
points of greatest wear... and Hadley Watch 
Bracelets easily promise to retain their position.as 
style leaders and sales leaders for 1942. 

Authorized Distributors are now showing the 


1942 Hadley line of Ladies’ and Men’s Watch 


Attachments. Be sure you see it soon. In these 


FOR MARCH, 1942 





uncertain times we need your help in planning fair 
distribution, especially in event of further cur- 
tailed production. The Hadley Company, Provi- 
dence. New York ... Chicago . . . Los Angeles. 






WATCH ATTACHMENTS 
AND MEN’S JEWELRY 
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A JEWELERS' DICTIONARY 
(From page 52) 


ance staff, etc., act as fulcrums of 
levers in timepieces. 

full-cut brilliant. A girdled or round 
diamond on which 58 facets have 
been cut. Besides table and culet, 
these are: 4 top corner, 4 bottom 
corner, 4 bezel or top main, 4 
pavilion or bottom main, 8 star, 16 
top half or break, 16 bottom halt 
or break. See definitions for each 
of these facets; see also AMERICAN 
CUT; EUROPEAN CUT; SINGLE-CUT; 
GIRDLING; BLOCKING; BRILLIANTEER- 
ING. 


full-head. On a watch movement case- 
screw, a head left completely cir- 
cular instead’*of with a segment cut 
away. See DOG-SCREW. 

full-plate. A design for watch move- 
ments in which an up- 
per plate covers the en- 
tire train and holds the 
bearings for all of its | 
upper pivots; the bal- 
ance cock and balance 
are superimposed over 
the plate. 

funeral ring. These were usually made 
of gold and date back to the Colo- 
nial period. They were presented to 
pallbearers. See FUNERAL SPOONS. 

funeral spoons. An all-silver spoon of 
the Colonial period. It was then 
the custom to present pallbearers 
at a funeral with a silver spoon, 
a gold ring and gloves. 

furnace, muffle. A furnace with a re- 
fractory chamber inside heated by 
gas mixed with air under pres- 
sure, used by jewelers for heating 
work being enameled, etc., and for 
heat treatment of steel in work too 
large to be heated with a blow- 
pipe. 

fusing point. 


Full-Plate 


The temperature at 
which a substance melts. 


fusion metal. Metal with silver on one 
side and copper on the other, or 
copper with silver on both sides, 
from which old Sheffield plate was 
manufactured. _ 


futuran. A synthetic phenol aldehyde 
plastic used in imitations of amber. 
See BAKELITE. 

fuzee (or fusee) (fue-zee’). A device 


in timepieces for 
equalizing the power sae 
applied from the 

mainspring to the Furee 
train, invented by 

Jacob Zech of Prague in 1525. It 
consists of a brass cone with a 
spiral groove cut on it, in which is 
wrapped a chain or cord, with one 
end fastened to the mainspring 
barrel. The spring unwinds the 
chain from the fuzee on to the bar- 
rel, turning the fuzee, on which is 
the first gear wheel or main wheel 
of the train. With the spring fully 
wound, at its greatest strength, 
the chain is pulled from the groove 
at the least diameter of the fuzee, 
with the shortest radial leverage; 
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as the spring runs down, it pulls 
the chain from a gradually increas- 
ing radius of the fuzee, which in- 
creases the power effect to compen- 
sate for the lessening power of 
the spring. The fuzee is seldom 
used today in watches; but is con- 
sidered necessary in marine chro- 


nometers. 
G 


gable escapement. A _ recoil escape- 
ment for pendulum clocks, its pal- 
lets embracing a large number of 
escape wheel teeth, the pallet arms 
designed to be bent for adjust- 
menis. 

Gablonz jewelry. Name for a variety 
of inexpensive glass’ imitation 
jewelry from the town of Gablonz, 
Czechoslovakia. 


gadroon. Edge or border popularly 
used for silverware, 
especially between GQ 
1750 and 1800. It ? 
consists of fluting or Gadroon 
reeding, usually 
short in proportion to its width 
and often approaching the oval or 
almond shape. A shell was intro- 
duced at the corners about 1800, 
producing the “shell-end gadroon.” 

gagat (gag-gart’). German name for 
jet. 

gahnite (gah’nite). Zine spinel, dark 
green to black, in which zine has 
taken the place of the magnesium. 
See GAHNOSPINEL; SPINEL. 


gahnospinel. A name which has been 
proposed for the intermediate zinc- 
bearing magnesium spinel from 
Ceylon; blue, blue-green or laven- 
der in color, and slightly higher in 
refractive index and density than 
normal spinel. 

gaining rate. In adjusting or regulat- 
ing timepieces; applied to time- 
pieces that run faster than the 
standard rate of time; opposite ot 
a losing rate. 

galalith. An artificial product made 
from milk and formaldehyde, which 
is used to make horn-like products 
in imitation of tortoise shell, ivory, 
amber, and jet. 

galanith. Galalith. 

gallery. Metals in strip form, for mak- 
ing settings for stones in jewelry. 


Gallery Strips 


gallows tool. A pivoted yoke for hold- 
ing pinion blanks for flat-finishing 
the ends of leaves. 

Gambia shell. A variety of pearl oyster 
shell with a green nacre and nearly 
eight inches in diameter at a maxi- 
mum. Depending upon the expor- 
tation point it is known as Tahiti, 


Auckland or Gambia shell; the 
same animal is scattered around the 
islands of the southern Pacific. 

gamboge (gamm-boje’). A _ natural 
gum, soluble in water, used for a 
“resist” to paint over portions of 
a piece of jewelry where a parti- 
colored design requires that no elec- 
troplating be deposited. 

game set. Knife and fork, usually 
with guards, for carving game, 
poultry or small roasts. Sometimes 
called a medium-sized carving set. 
The blade of the knife is approxi- 
mately seven inches long. 

game shears. An implement combining 
silver handles with a pair of 
curved, scimitar-shaped steel scis- 
sors, one blade of which is saw- 
toothed. Used to cut the wings and 
second joints of chicken, duck, tur- 
key and other fowl. 

gangue (gang). The iron-ore minerals 
associated with an ore deposit. 
Fluorite and apatite are frequent 
gangue minerals of ore veins. 

gargun. See ZIRCON. 

garimpeiro. Brazilian term for gem 
prospector. 

garnet. A large mineralogical group 
of silicates of complex composition, 
such as calcium-aluminum garnet 
(grossularite), iron-aluminum gar- 
net (almandine) and so on. They 
occur in igneous and metamorphic 
rocks, are among the commonest 
of gems, and are found in many 
colors. They crystallize in the cu- 
bic system and are commonly 
found in crystals. Common trade 
usage of the term refers to the red 
almandine and pyrope. See also 
GROSSULARITE; PYROPE; ALMANDINE; 
SPESSARTITE; ANDRADITE; UVARO- 
VITE. 

garnet doublet. A doublet in which the 
glass back is fused onto a garnet 
top, which gives greater resistance 
to wear and chipping. The deep red 
color of the garnet only shows at 
the edge of the stone, when viewed 
through the back; in a set stone it 
is not visible, but usually the gar- 
net does not cover the whole crown, 
and a break between the higher 
luster garnet and the lower luster 
glass is visible in the lowermost 
crown facets. 

garnet jade. See GROSSULARITE. 

garnierite (gar’nee-er-ite). An amor- 
phous, hydrous apple- to emerald- 
green nickel silicate vesembling 
serpentine. Found in Oregon and 
New Caledonia, as an ore of nickel. 

gas bubbles. The rounded bubbles seen 
in glass and synthetic stones which 
are taken as indicative of the origin 
of the stone. Natural stones often 
contain angular cavities. 

gathering pallet. A single tooth on 
extension of a train arbor pivot in 
clock striking-work, that moves 
successive teeth on the count-rack 
which determines the number of 
strokes sounded at each hour. 

gauge. A measuring device for deter- 
mining diameters, thickness, height, 
ete. See BOLEY; CALIPER; DOU- 
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EVERY RETAILER CAN 


* * * * * * 


HELP WIN THE 





RONSON LIGHTS THE WAY 


During the progress of this war, it is inevitable that further restrictions will be im- 
posed upon industry—restrictions that will work hardships on the retailer also. The 
manner in which you, the retailer, meet those hardships can play an important part 
in achieving victory. @ Don’t grumble, complain or be despondent with customers. 
If you do, you'll only be breaking down civilian morale. When a customer’s dis- 
appointed at not obtaining just the item he wants, square your shoulders, put a smile 
of confidence on your face. Say ‘There may be some shortages, but we have more 
than any other people on earth. We have no cause to complain. Quite the contrary. 
We’re lucky.”” €, Such optimism will give confidence to the public. And don’t forget, 
service morale is built on public morale. No other group can create this confidence 
better than you retail merchants because of your frequent contacts with your customers. 
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CONVENIENCING AND PROTECTING 
MEN IN SERVICE 


A amoke is a “must” with a soldier. It helps 
HI6 morale. But matches are often scarce 
around the camps. With a RONSON in his 
pocket he’s never “‘out of" a light. A soldier's 
RONSON is always on the job, for it is built 
to fine standards of precision and endurance. 
With its “Press, It’s Lit—Release, It's Out” 
action he protects himself and others from 
match hazards. Tell THAT to your customers 
with boys in Service. 


See complete, exciting RONSON lines 
rough your jobber or at these permanent 
Ch lay rooms—New York: 347 Fifth Ave. 

cago: 36 So. State St. - Los Angeles: 
28 S. Flower St. 


aed METAL WORKS, INC., Offices and Fac- 
ty: Aronson Sq., Newark, N.J. + Canada: 


eaten Art Metal Works, Ltd., Toronto. 
g ay Ronson Products, Ltd., London, 





PRESERVING » 
CIVILIAN MORALE 


The importance today of making American 
homes brighter, more cheerful and safer 
cannot be exaggerated. The retailer who sells 
RONSONS to the families in his town is not 
just selling lighters. He’s supplying those 
families with added beauty, comfort, con- 
venience and protection. He’s making their 
homes more “liveable’’ which is just another 
way of saying he’s helping the public morale. 
And which, in turn, will help win this war. 


N 


LIGHTER 


TRADE MARK REGISTERED 


WORLD'S 
GREATEST 







U. S. Pats. Re. 19,023—1,996,754; Canadian Pats. Nos. 288, 148—289,889—349, 108; British Pat. Nos. 291,696—436,667; Other Pats. and Pats. Pending 


CONSERVING PUBLIC AND 
PRIVATE PROPERTY 


If ever our national and individual resources 
needed safeguarding, they need it now. Every 
grain field, every forest, every factory, every 
home and personal possession destroyed or 
damaged by the match which someone 
thought was out (but wasn’t) is a n 

waste. And a blow to Victory. Which the use 
of a RONSON Lighter could have pre- 
vented. Tell that to your customers also. It's 
a message that sinks deep. 





Visit RONSON Exhibit at 


Boston—Parker House Gift Show—Room 
440 at Parker House, Boston, Mass., March 
9 to 14. 


Add 50¢ to every RONSON sale you make by 
including a RONSON Servicer. Display and 
sell genuine RONSON Accessories to assure 
complete customer satisfaction and repeat 


patronage. 


A JEWELERS' DICTIONARY 
(From page 54) 


ZIEME; GROSSMAN; LEVERIDGE; MI- 
CROMETER; SLIDE; VERNIER. 

gedanite (jed’an-ite). A fossil resin 
related to amber, but softer and 
lower in gravity. It contains no 
succinic acid which is a require- 
ment for true amber. The name is 
from Gedanum, Latin name for 
Danzig. 

gem. A stone cut and polished for use 
in jewelry, which fulfills the re- 
quirements of beauty, durability 
and rarity. The word is frequently 
used in the trade to signify a fine 
stone of unusual quality. Sometimes 
used as a prefix to indicate rough 
from which a good stone could be 
cut, as “gem crystal’. 

gem color. The perfection color of any 
specimens. See GEM. 

Gem of the Jungle sapphire. A large 
blue 958-carat sapphire found in 
1929 and cut into nine stones, the 
largest weighing 66.5 carats. 

gem gravels. The gem mineral-con- 
taining gravels resulting from ero- 
sion and soil removal of streams. 
Found in stream beds or former 
stream beds, as in Ceylon, Mon- 
tana, etc. As a rule only a small 
percentage of the gravel pebbles 
are those of gem minerals; quartz 
and rock pebbles usually predom- 
inate. 

gemmel rings. See GIMMAL RINGS. 

gemology, gemmology. A coined word 
for the scientific, historical and 
legendary study of gem minerals, 
as distinct from all the minerals 
scientifically studied in mineralogy. 
The American spelling uses but one 
“m,” the British use two. 

Geneva mark. See CONTROLE-MARK. 

Geneva movement. Design of watch in 
which upper pivot bearings are all 
in bridges or cocks, so as to expose 
the entire train to view; also called 
bar movement or bridge movement 
design. 

Geneva ruby. Trade name for some 
laboratory-processed rubies sold in 
1882 and 1883 whose origin is still 
uncertain, but which are thought to 
have been made by melting small 
ruby fragments. They disappeared 
from the market again as suddenly 
as they appeared. 

Geneva winding-work. See STOPWORK. 

geode (jee’ode). A crystal-lined round- 
ed nodule of stone; agate. and ame- 
thyst in particular frequently oc- 


cur in such a way. The nodules are 
often harder than the rock in which 
they occur and, after weathering, 
are found as round, hollow boul- 
ders. The reference to the earth 


(geo) in the name refers to their 
characteristic shape. 

German diamond. ROCK CRYSTAL. 

German jasper. Common irregularly- 
shaped jasper masses, as opposed 
to ball jasper, etc. 

German lapis. A reddish jasper from 
Nunkirchen which is stained blue to 
resemble genuine lapis lazuli. Frob- 
ably identical with the so-called 
Swiss lapis. 

German silver. See NICKEL SILVER. 

Gibraltar stone. A banded light-col- 
ored onyx marble from a cavern at 
Gibraltar. See MEXICAN ONYX. 

gigaku. Japanese name for jade. See 
TAMA. 

gilding. Coating any surface with a 
film of gold. On non-metallic sur- 
faces gilding is done by coating 
them with an adhesive on which 
gold-leaf is laid. On metallic sur- 
faces, gilding is done by electro- 
plating, or by fire-gilding. See 
ELECTROPLATING; FIRE GILDING; GOLD 
LEAF. 

gilding metal. A brass containing less 
than the ordinary proportion of 
zinc, used as base metal for manu- 
facturing gold-plated jewelry and 
other wares. 

gimbals. A pair of rings pivoted dia- 
metrically to each other and to 
outer and inner cases of a marine 
chronometer, to keep the chro- 
nometer movement always level re- 
gardless of the ship’s motion. 

gimmal rings. A class of rings dating 
from the first part of the 15th cen- 
tury or earlier in which two rings 
are joined by a pivot and united to 
constitute a single ring, or may be 
separated and worn individually. 
Each circlet has a hand so placed 
that when both are brought to- 
gether the clasped hands unite the 
two rings. Usually the ring was 
separated at the betrothal cere- 
mony and the two parts worn by 
the betrothed persons; after the 
marriage both were worn by the 
wife. Also spelled gemmel or gem- 
mow. 

giogetto (j’o’gett’ toe). A black coral 
from the Mediterranean. See AC- 
CARBAAR. 

girandole (jeer’ann-dole). An orna- 
mental candlestick. 

girasol (jeer’ a-sole). A word with the 
same significance as_heliotrope, 
“sun turning.” It has been used for 
fire opal, in reference to the red or 
orange ground color of this mate- 
rial. It is also applied to a trans- 
parent opal with a colorless ground 
mass and a bluish internal opales- 
cence. It is likewise a name which 
has been used for moonstone. 

girasol sapphire. A name given to a 
sapphire cat’s eye, a luminescent 
sapphire in which there is no pro- 
nounced star. 

girdle. The outermost edge of a cut 
gem, the dividing line between the 
crown and pavilion facets; the rim 
by which the stone is held in a set- 
ting. 

glass. An amorphous rigid solution 


which is actually an extremely vis- 
cous liquid. It is unlike a crystal- 
lized solid in that the cohesive 
forces between the adjacent parti- 
cles are exercised equally in all 
directions; they are in a haphazard 
arrangement and not in a definite 
position in space, as in a crystal- 
lized substance. Natural glasses 
include moldavite and _ obsidian. 
Glasses such as we commonly know 
are mixtures of silicates, made of 
sand plus potash or soda, and lead 
or lime, artificially fused and 
cooled so that the compounds have 
no time to crystallize. It is com- 
monly used in imitation gems, the 
cheaper ones have their facets a - 
tually molded upon them. See also 
STRASS; AMAUSE; ASTRALITE GLASS; 
AVENTURINE GLASS; BERYLLIUM 
GLASS; BOURGUIGNON PEARLS; 
BRIGHTON EMERALD; BARIUM GLASS; 
BOHEMIAN GLASS; BOROSILICATE 
GLASS; CROWN GLASS; FLINT GLASS; 
LEAD GLASS, ete. 

glass agate. This name has been erro- 
neously applied to obsidian, and 
with more justification to a clear, 
almost colorless chalcedony. 

glass gauge. A device for measuring 


= 


Glass Gauge 


diameters and heights of watch 
glasses or crystals. 

glassies. A diamond sorting grade; 
crystals or glassies are perfect 
octahedrons of the best color. 

glass lava. OBSIDIAN. 

glass meteorite. MOLDAVITE. 

glass opal. HYALITE. 

glass quartz. ROCK CRYSTAL. 

glass schorl. AXINITE. 

glass stone. AXINITE or an imitation 
gem. 

glass, watch. A piece of any trans- 
parent substance over the dial of a 
watch to protect dial and hands. 
Made of glass, or plastic substance, 
to be “unbreakable”; also called 
watch crystal regardless of mate- 
rial used in it. 

glazier’s diamond. Bort or small crys- 
tals and corners for glass cutting. 

glossing. Abrasive for producing high 
polish on steel parts of timepieces; 
oxide of iron, pulverized and graded 
by decantation. See DECANTATION. 

glow-stone. CHALCEDONY. 

gneiss (nice). A metamorphic rock, 
essentially granitic in composition, 
but having a banded structure; a 
decorative building stone and the 
matrix of some gems. 

Gnaga Boh ruby. A fine Burmese ruby 
which weighed 44 carats in the 
rough and 20 as a finished stone. 

gnomon (noe’mun). A sundial’s per- 
pendicular part, the shadow of 
which passes over the dial to indi- 
cate apparent solar time. See AP- 
PARENT TIME, SUN DIAL. 

(To be continued next month) 
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LOVE IN BOOM 





e An estimated 1,547,500 “I do’s” were vowed last year. That’s 14.6% more than the 
year before. This year, with America at war, even more wedding banns are likely to 
be posted, and as never before the diamond engagement ring becomes a priceless 
symbol of the deep bonds which men and women cherish most in these times. 


¢ The national diamond advertising campaign continues this spring with dramatic, 
eye-catching beauty, to protect, perpetuate and encourage the engagement diamond 
tradition ... and consistently recommends the advice of “trusted jewelers.” Are 
you tying in? Are you advertising your store as diamond headquarters in local 
newspapers? Helpful attention-compelling newspaper mats are available to im- 
prove your message economically. Write Diamond Promotion Dept., The Reuben 
H. Donnelley Corp., 305 East 45th Street, New York. De Beers Consolidated 
Mines, Ltd., and Associated Companies. 
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ITH onyx now processed in the United States 

and a generous supply of it available, some 
thought may be given to its further use in jewelry 
besides school and fraternal rings. 

These designs, unfortunately not in color, hint at the 
- vigorous effects that may be obtained from combining 
specially cut pieces of onyx—permanently gleaming in 
their midnight blackness—with masses of gold and 
colored stones. 

The part that is indicated for onyx in the brooch at 
the upper right is the kite-shaped portion that projects 
toward the center of the page. The onyx part of the 
center brooch is the curving element in the middle. 
The petal effect in the brooch at lower left would 
likewise be done in onyx. In the ring at the left, the 
two bands on each side of the diamond strip call for 
onyx, and in the other ring the whole curving top 
would be this material. 

These designs are by Sol Kaufman, head of the 


jewelry design department of Kaye-Jordan Co., of 


New York and Providence. 
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Gem Mining 


in Brazil 


by ALLAN CAPLAN 


HE Brazilian states of Goyaz, Bahia, Matto Grosso 

and Minas Geraes are of tremendous importance to 
the jewelry industry—especially to Americans at this 
time when many foreign sources have been cut off—be- 
cause of the great variety of gemstones produced in 
Brazil’s central plateau area. 

Of these states, Minas Geraes has the second largest 
annual yield in diamonds (see J.C.-K. for February, pp. 
58, 60, 63) and is the chief producer of other gems. It 
supplies the finest in colored beryls and tourmalines as 
well as precious golden topaz, blue topaz, quartz-topaz, 
chrysoberyls and other gem material. In fact, this thinly 
populated state, which is about the size of our New 
England, has been the world’s chief source of these 
gems. 

Naturally, the presence of desirable minerals in any 
region is not due to mere chance but to certain geological 
formations, which in this case are usually dykes or 
veins of pegmatite, a coarsely crystalized granite, rang- 
ing in width from a few inches to more than 40 feet, 
piercing the ordinary granite and descending to an un- 
known depth below the surface. 

In these pegmatite dykes quartz crystals weighing 
more than a ton are not unusual and masses of feldspar 
greater than a box-car in size are common. Wherever 
exposures are revealed, the dyke’s essential minerals— 
quartz and feldspar—are in great size-contrast to the 
small particles of the same primary minerals in the 
nearby granite rock. Dozens of other minerals may be 
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Left—Some of the finest blue aqua- 
marine has come from this mine in north- 
ern Minas Geraes. Workmen are labori- 
ously picking through the hard-packed 
dyke, searching the elusive gem mineral. 


Below—The same mine, far from any vil- 
lage, can only be approached by horse- 
back. The aquamarine-bearing dyke, 100 
feet wide and cutting through the hill, 
has been excavated during the last 40 
years to a depth of about 75 feet. Con- 
siderable overburden lies on the dyke. 


associated with quartz and feldspar in the dykes, among 
them mica, commercial beryl, rutile, molybdenite, cas- 
siterite, columbite, spodumene, optical quartz and many 
others of strategic importance. 

Generally, however, even these minerals are not found 
in quantity and consequently the discovery of a com- 
mercially profitable deposit of gemstones in one of these 
dykes is truly unusual, and requires long and arduous 
prospecting. 

Prospecting is carried on by men known as garim- 
peiros or “gem seekers” who range the district during 
the dry season of the year, which is about April to Octo- 
ber. Generally, in his search for favorable indications, 
the garimpeiro works his way deep into the interior; 
and often, the diggings may be reached only after sev- 
eral days of horseback from the nearest village. 

Fragments of gem-like material discovered on a hill- 
side are the most likely indication of the presence of a 
deposit nearby, whereupon the garimpeiro tries to find 
and uncover the nearest pegmatite dyke, and then digs. 
into it with pick and shovel. Naturally, the odds against 
his discovery of a worthwhile gem are great, but favor- 
able indications may cause continued digging into the 
hillside. Often hundreds of holes are dug into the hills 
before a gem pocket is uncovered in a pegmatite dyke. 

The ownership of these open-pit workings is vested ir 
the owner of the land—a cattle raiser or a grower of 
cotton, coffee or sugar, who may allow a garimpeiro or 
a group of them to work under an agreement for @ 
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division of the profits if any discoveries are made 
throughout that season. 

Some diggings, mostly owner-operated, have been pro- 
ducing for 30 to 40 years or more and employ upwards 
of 50 men each season, picking at the hard-packed, de- 
composed material of the dyke. In the course of time 
with producing formations, faces of hillsides are dug 
away and huge piles of earth cast down the slopes. 

As with diamonds, all gems must be registered with 
the federal and state authorities in the nearest village. 
Upon transporting the rough material, set taxes on the 
value must be paid by the owner before legal transac- 
tions*can be carried out. 

Of greatest importance to the diggers are the hexag- 
onal crystals and masses of colored beryls which often 
weigh many pounds but are rarely flawless. These are 
found in various shades of color. The aquamarine 
(blue), the morganite (pink), the emerald (green), as 
well as golden varieties are uncovered by the pick of 
the gem hunter. Although beryls from a pale to a me- 
dium shade of aquamarine blue are not uncommon, deep 
blue stones are extremely rare even in Brazil. Such 
choice material is greatly prized by the people of that 
country, who incidentally are keenly interested in their 
native stones. 

Emeralds from pegmatite dykes have been mined in 
Bahia for many years, but these are the pale type com- 
monly referred to as the “Brazilian emerald.” In re- 
cent years, a new emerald formation has been discovered 
in Bahia, in a black mica-schist rock similar to the old 
Russian emerald-producing locality in the Urals, but 
the quality of this new material when found is but small 
improvement over the pale green “Brazilian emeralds.” 

The fact that emeralds, aquamarines and morganites 
are all beryls and, except for color, have the same chemi- 


cal and physical composition is something that jewelers 
should better understand. 


Following the beryls, in importance as gems, are the 
tourmalines. These are found in innumerable shades of 
green, blue and pink. Often two or more colors are 
present in a small crystal, and occasionally they have 
been found with as many as five distinct colors in a 
single piece. Fine gem tourmaline of sufficient size to 
give 30 carat cut stones is scarce. Generally the greater 
part of a production is confined to undesirable dark 
shades or crystals too small in size to give large stones. 
By weight and value, the amount of tourmaline from 
Brazilian mines is much smaller than their production 
of aquamarine. Although beryls and tourmalines are 
often associated together in the same dyke, rarely are 
both found together in quantity. A dyke yields either 
one or the other in paying quantities, with only small 
amounts of the second. More often a locality has only 
one gem mineral and lacks all others. 

As noted previously, one of the two essential minerals 
of pegmatite is quartz. This is an extremely common 
mineral which occurs in numerous forms and colors some 
of which are highly desirable for strategic and orna- 
mental purposes. Large transparent crystals of color- 
less quartz are desired for optical and electrical uses. 
The yellow or golden quartz, known as topaz quartz or 
citrine, is used extensively for jewelry. This topaz- 
quartz must not be confused with the much rarer genu- 
ine precious topaz. Other types of quartzes often 
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found in Brazilian pegmatites are rose quartz and rutil- 
ated quartz. 

Quartzes not obtained in pegmatites are the green 
aventurine and the violet amethyst. Although the latter 
may have originated in pegmatites, the stones are ob- 
tained from the rivers in certain parts of Bahia as water- 
worn pebbles. In the state of Rio Grande do Sul and in 
neighboring Uruguay the fine deep amethyst is found in 
a red clay as small sharp-angled crystals lining the in- 
side of hollow agate boulders called geodes. Oftqg these 


are of great size, weighing hundreds of pounds and even 
into the tons. 

Another common pegmatite mineral is topaz which 
most frequently occurs as colorless, defective crystals 


often tinged with brown, green or blue. Crystallized 
topaz or river-rolled stones of this type from a few 
grams to several hundreds of pounds are often dis- 
covered. Pale blue topaz, cut in stones of several hun- 
dred carats, is not unusual; but very deep blue topaz, 
even in small stones, is rare and worthy of any museum 
collection. 

The very rare, truly precious imperial golden topaz, 
exclusively Brazilian, occurs not in pegmatite, but as 
small crystals in veinlets of a highly decomposed mate- 
rial associating with crystallized quartz and crystals of 
euclase. Precious topaz is also had in innumerable shades 
of yellow-gold, apricot, red and purple. Natural pink 
stones, although rare, have been obtained from the open- 
pit workings. 

There is much confusion among manufacturers and re- 
tailers as to the difference between precious topaz and 
topaz-quartz (citrine), which are both chemically and 
physically different minerals. Upon comparing a fine 
precious topaz with topaz-quartz, one can see the great- 
er richness in color and brilliance in the former stone. 
Under artificial light the same precious topaz takes on 
added brilliance and life. Aside from this greater in- 
dex of refraction (brilliance), there is a greater hard- 
ness, a higher specific gravity, and a difference in crys- 
tallization. 

Due to the comparative rarity of precious topaz, it 
is not well known in the trade, and real justice is not 
given to this fine gem. The much commoner topaz- 
quartz, though often confused for the precious topaz, 
is a more practical stone for commercial purposes, but 
its true identification should not be forgotten. 

Numerous other gem minerals, though they are of 
small commercial importance, are also found in the river 
beds, sometimes in association with diamonds. Of these. 
the chrysoberyls are the most important. These include 
the lemon to yellow-brown varieties as well as the cymo- 
phane cat’s-eye chrysoberyl, but not alexandrite-chryso- 
beryl which is obtained only from Russia and Ceylon. 
In certain areas where the pale blue topaz pebbles are 
washed from river gravels, blue cyanite and pea-like 
pebbles of the very rare andalusite are occasionally had 
as well as other unimportant gem minerals. 

Although corundum has been reported from several 
Brazilian localities, the gem varieties, ruby and sapphire, 
have still to be revealed. From the gravels of some un- 
exploited river in Western Brazil precious ruby or sap- 
phire may possibly be uncovered, some day, by a garim- 
peiro. 
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Twenty-five years 
ago, during the last 


war we manufactured 


surgical instruments 
in conjunction with 
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Now again we wish to 
cooperate with the 
government in their 
defense program and 
are again utilizing 
part of our plant for 
the purpose of man- 
ufacturing surgical 
instruments where 
precision hand work 
is required. | 


Our jewelry business 
is being carried on as 
heretofore. 
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J. D. Rainey, James H. Rainey, E. R. Luense in the new store 


They ésot Everybody dsuessing 


Most of Walterboro, 8S. C., took part when Morrall & Rainey opened 


their new store; 1250 women entered “mystery diamond’ contest 


XCITEMENT—anything between a little ripple 

or a full-scale wave—accompanies the opening of 
a new jewelry store or a remodeled jewelry store. The 
difference is in degree. The store misses constructive 
opportunity if it doesn’t awaken full public interest at 
such a time. 

You don’t have to be in a large city, or spend a great 
deal of cash to promote this widespread awareness that 
“something new has been added” to your town’s busi- 
ness section. 

For instance, the whole town was talking—it’s a fact! 
—down in Walterboro, S. C. (population 3300), when 
Morrall & Rainey staged a two-day open house to cele- 
brate their removal into a modern new store, and 
in connection with the removal and opening registered 
the names and addresses of 1250 women visitors. 

An ingenious contest that roused much of this atten- 
tion was built around a window display of replicas of 
15 famous diamonds, each accompanied by a card that 
gave the name, the weight and the owner. In the center 
of these crowd-stopping replicas and mounted on a 
pedestal was another huge simulated diamond, titled 
“The Mystery Diamond,’ and spectators were invited 
to compare the. size of ffs specimen with the known 
weights of the famous replicas. 

For contestants’ use, cards were printed with the 
store’s name and address and the following: “My guess 
of the weight of the Mystery Diamond is carats. 

Address 
Date of Birth Date of Marriage 

After the contestant filled in the information, the 
card was torn along a perforated line and dropped into 
a sealed box, with the contestant keeping the stub. What 
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the “mystery diamond” weighed was a secret until the 
judges, three business men, opened a sealed envelope at 
the end of the contest. 

Thus, besides the names and addresses of 1250 
women, Morrall & Rainey got the dates of their birth- 
days and wedding anniversaries, for later use in re- 
minding husbands and children of these gift-giving 
occasions and, of course, suggesting silver, watches or 
jewelry as the gift. 

It was announced that a $35 diamond would be 
awarded whoever best guessed the correct weight of the 
mystery diamond, and, in addition, the store would give 
out 100 other merchandise prizes selected from stock 
and ranging from a $37.50 wrist watch to a 50 cent glass 
mint dish. All these items were tagged with numbers 
from 1 to 100 and put in a show case with a card say- 
ing that they would be presented to holders of lucky 
numbers in the weight-guessing competition. 

The judges drew the tickets out of the box, one at a 
time. The first card drawn received prize No. 1, the 
second prize No. 2, and so on. After 100 tickets had 
been pulled at random from the box, they were returned 
to the box, and all the tickets were examined to dis- 
cover which of the contestants had guessed most ac- 
curately the mystery diamond’s weight and so won the 
diamond prize. 

The diamond display was furnished by A. H. Pond 
Co., Inc., of Syracuse, makers of “Keepsake” diamonds. 
The balance of the window was given over to an inter- 
esting showing of replicas of famous and historic wed- 
ding rings, obtained from J. R. Wood & Sons of New 
York. These two exhibits created much comment and 
attention in themselves quite apart from the contest. 
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This Giftwares 


Section Outgrew 


The Mezzanine 


—so Schnack’s, of Alexandria, La., built 
a gift shop around the corner, connecting 
“L°’-fashion with the jewelry store; 


ten salespeople staff the gift department 


Here's the facade of the 
Schnack Jewelry Co.'s new 
gift shop. Windows, lighted 
till 10.30 o'clock each 
night, have no backs; thus 
pedestrians and motorists 
can see the inviting in- 
terior and its contents. 


Glass doors are almost 
non-existent in the gift- 
wares shop; open display 
steps up the rate of turn- 
over. "Handle at your own 
risk signs cut breakage. 


« HE more varied lines a jeweler carries, the more 
kinds of people will be interested—and the bet- 
ter chance to sell them watches, diamonds and jewelry.” 
This was the philosophy of C. A. Schnack during the 
earlier days of the C. A. Schnack Jewelry Co., which 
once provided the citizens of Alexandria, La., with such 
diversity as toys, musical instruments, guns, pistols, am- 
munition, sporting goods and sewing machines. 

Now the business is operated by F. O. Hunter, Mrs. 
Hunter and Carl S. Carstens, son-in-law, daughter and 
grandson of “C. A.,” and these unusual affiliates of the 
jewelry store’s stock have been dropped-—but the prin- 
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ciple of diversity as traffic-builder continues in the C. A. 
Schnack Jewelry Co.’s giftwares department, which is 
one of the largest in the South. 

Giftwares started to come into their own at Schnack’s 
in 1931, when the firm moved into its own two-story 
building at 924 8rd St., Alexandria’s best shopping 
street. A large mezzanine was given over to displays of 
china, crystal and giftwarés and would, the management 
figured, provide ample space for the giftwares section 
of the business for all time to come. However, like 
Topsy, this gift volume just “grew and grew” till last 
November it got the kind of housing it deserved—-an 
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Imperial Cultured Pearls, 


Fashion experts predict a banner year for pearls. 
With women everywhere wearing uniforms and 
clothes cut along military lines, a cultured pearl 
necklace with matching earrings of gold and pearls 
gives that needed sparkle to wartime clothes. For 
evening wear, to dress up informal daytime costumes, 
Imperial Pearl Syndicate has a glamorous new se- 
lection of fine jewelry made of Gold, Cultured Pearls, 
Rubies and Diamonds—cultured pearl jewelry for 
every occasion. The trend is definitely to finer and 





Wearing 
Imperial 
Cultured 
Pearls 

All the 


Day 
Long! 











more costly jewelry since millions of workers and bil- 
lions of dollars have been added to America's swell- 
ing buying power—women can buy and want to buy 
the best. This is your opportunity to feature and 
sell Imperial Cultured Pearls, ‘The World's Finest." 
W rite or wire immediately for information on how you 
can secure the crowd-stopping World's Fair Collec- 
tion of Imperial Cultured Pearls for one week. Plan 
now to have it in your store in time for your Easter 
promotion. 


IMPERIAL PEARL SYNDICATE 


607 FIFTH AVENUE, 


Division of The 2 
a, 


5 North Wabash Ave., 


CHICAGO 
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NEW YORK 
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Highly modern, this mirror-framed fireplace adds a 
decorative touch to the Schnack gift store and helps 
materially with the sale of fireplace accessories, such 
as shovels, tongs, wood-baskets and mantel ornaments. 


Exclusive, high-priced lines are carried—but so, too, 
are giftwares within the slimmest pocketbook's power 
to buy. Appealing thus to everybody, the gift store 
feeds plentiful traffic into the adjacent jewelry shop. 


Special care is given to attractive packaging 


entire gift store with a separate entrance around the 
corner at 316 Murray St., connecting at the back with 
the jewelry store so that together the combined estab- 
lishment has an “L”’ shape. 

“The displays in the gift shop are arranged according 
to type,” Mr. Hunter explained. ‘“That is, all the pot- 
tery is together, all dinner ware together, all glassware 
together, etc. The show windows of the gift shop are 
huge and are kept filled with beautiful things with a con- 


, stant change of merchandise, including, of course, spe- 


cial sales. The windows have no backs so that anyone 
walking or driving by in the street can see everything 
and everybody in the store which is brilliantly lighted 
all day and the windows, of course, until 10.30 o’clock 
at night. We think this is one of the finest features of 
our gift shop, as it looks so inviting and easy to get into. 

“We also think that the way the merchandise is dis- 
played on tables and open shelves is the modern way 
of selling this merchandise. It almost sells itself. We do 
find it necessary, however, to have cards displayed all 
over the gift store cautioning customers to ‘handle at 
your own risk’, We got this idea from a large gift store 
in Chicago and while it seems a little blunt it has helped 
a lot to keep down breakage. 

“Naturally we had to employ a lot of new help when 
we opened the gift shop and after weeding them out and 
a number of changes we have developed a very good 
organization, all women, of course, some quite young and 
some middle-aged. The sales force in the gift shop work 
only in that department. The same applies to the sales 
force in the jewelry store. At the present time we have 
10 in the gift shop, all experienced and capable of sell- 
ing anything in that department. During the holidays 
we had about 20 there. 

“We have one special saleswoman who contacts brides 
for china, glass and silver selections. Rarely a bride of 
any importance who does not select one or all three lines 
at this store. We believe in spending for fancy paper 
and ribbon for wrapping beautiful packages and we have 
papers for all occasions. We believe that we are getting 
our money back with interest on making the packages 
so attractive; it seems to be of much importance to our 
customers, particularly the women. 

“We are particular to keep a balanced and complete 
stock and to have merchandise for every pocketbook. 
It is a temptation to carry exclusive and high-priced 
merchandise and to neglect more or less the reasonable- 
or special-priced lines. That is not our idea at all. We 
are just as anxious to sell something for $1 as $50 or 
$100 or more. Most of the items are not bought on the 
extended payment plan as is the custom in the jewelry 
store, with the exception of china dinner ware. 

“In the gift shop we carry china of every description 
and price from the cheapest to the highest. The same 
thing applies to glassware. We have figurines, pot- 
tery, lamps, pictures, small prints, original oil paint- 
ings, perfume, handkerchiefs, place cards, tally cards, 
playing cards, stationery, metal and wooden trays, bas- 
kets, novelties that appeal to the tourists, all in endless 
variety. We are always willing and ready to add new 
lines if we think we can sell them and no doubt will 
from time to time. 

“Turnover is fast. The mark-up and dollar volume 
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Keepsake Advertising Provides Profitable Leads 


from Interested Diamond Prospects in Your Trading Area 


The powerful national advertising behind genuine 
registered Keepsake Diamond Rings provides the 
“Vitamin of Success” in creating more diamond sales 
and profits. 

Thousands of inquiries from these magazine adver- 
tisements enable us to put Authorized Keepsake 
Jewelers in touch with active diamond ring prospects. 

The Keepsake Merchandising System consists of a 
complete program of newspaper advertising mats. 
dramatized radio transcriptions, movie trailers, bus 
cards, counter cards, neon signs with store name and 
traffic-stopping window and show-case displays. 

Now is the time to build your diamond department 
into greater leadership. 

A few Keepsake franchises are available to jewel- 
ers of proper standing — please write for further 
details if interested. 


A. H. POND CO., INC. 


214 S. Warren St., Syracuse, N. Y. 


eepsake 


DIAMOND RINGS 
4 


1892 FIFTIETH ANNIVERSARY 











eepsake 





Advertising for 
Spring 1942 


appears in 
17 LEADING MAGAZINES 

Life Silver Screen 
Good Housekeeping Stardom 
Saturday Evening Post Romantic Story 
Mademoiselle True Confessions 
Slamour American Weekly 
Photoplay- Household 

Movie Mirror Motion Picture 
Screen Guide Screenland 
Movie Story Hollywood 


33 IHSERTIONS 
13 COLOR ADVERTISEMENTS 
193,000,000 READERS 
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are less than they are in the jewelry store, but we feel 


that the gift shop is a good-will getter and feeder for 
the jewelry store where the majority of the profit con- 
tinues to be made. It takes longer to sell an item in the 
gift shop because women insist on looking at everything, 
whereas in the jewelry store they come in to buy some 
special article and look only at that particular line. 

“Mrs. Hunter buys practically everything for the 
shop and regularly attends the gift shows in Dallas, Chi- 
cago and New York. 

“We are positive that this gift shop is a profitable 
investment.” 


PRO-RATING OVERHEAD EXPENSE 
(From page 45) 


most profitable with $848 net, and silver the least profit- 
able with $155. With this detailed information before 
him, Smith can take steps to increase the net in low- 
profit departments, eliminate the loss on glass and china 
and promote business most energetically in the lines 
which netted the best profit on sales. 

Books that serve only to record fiscal operations are 
just so many dead pages after the accounts are ruled 
off and a new year of recording begins. Bookkeep- 
ing has a much broader function. The successful 
jeweler uses his books as guides and advisors to future 
operation, but they cannot supply this service unless 
all expenses are pro-rated properly so that true depart- 
mental profits are shown, and you cannot determine the 
true profit of each department until the last expense 
dollar is properly pro-rated. 


Pro-rating the overhead does not involve the book- 
keeping procedure unduly. All that is needed is a jour- 
nal entry transferring the total of indirect expenses to 
the various departments on a percentage basis as shown 
here. Those who do not departmentalize need only add 
departmental columns in the journals and departmental 
pages in the ledger. The additional book work involved 
is negligible in comparison to the many advantages of 
complete allocation of overhead expense. 

It probably won’t be hard to sell jewelry during the 
next year or two but it will be hard to make a profit on 
sales unless the managerial efficiency is there. And you 
can't be tops in managerial efficiency unless you keep 
records that are tops in comprehensibility. Today, more 
than ever, you must know what it costs you to run 
every department in your store. You must know exactly 
where you stand in each department so that you can 
take intelligent action for betterment of the weak ones 
and forge ahead in the clear. As this article shows, pro- 
rating of expense to departments is easy to handle. We 
commend it to every jeweler. Especially in times like 
these, with high taxes, shortages of goods, higher ex- 
penses and general uncertainty, efficient management is 
essential if you want to come out of this emergency 
with a reasonable profit. 


COMBINATION SELLING that’s the ‘‘com- 
bination” to get your cash register to tinkling merry 
income tunes. The latest such “combination’’ is gloves 
and gems. Use a window card saying “Gloves and gems 
for beautiful gestures” and feature both sports and 
dressy types with appropriate bracelets. 
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LI. SIGNS point toward a fashion for South Amer- 
ican derivatives. When the wave hits your locale, 
you ll want to be ready. The travel companies have just 
put out a new 22 x 20 colorful pictograph map of the 21 
Pan-American countries showing points of interest, 
products and native dress of the peoples. The supply 
of gratis copies is running low, so better hurry off your 
request for this chart, which can be used for display 
backgrounds or windows, to Grace Line, Moore-Mc- 
Cormack Lines, United Fruit Co. or Pan-American Air- 
ways. April 14—Pan-American Day—would be an 
appropriate time for your display. 
* * 

IT’S TIME NOW FOR ALL good jewelers to rally 
‘round the “war on waste.” Many a top-flight firm has 
begun to save on paper clips, carbon paper, filing space 
by using the backs of original letters for replicas of 
replies. Others are scaling letterheads to fit the size of 
the message instead of using full-sized sheets for any 
and all correspondence. 

* * * 

HERE’S A TIP TO INCREASE your sales of 
identification disks. Contact industrial organizations in 
your area and offer free delivery on quantities over a 
stated minimum. Or, offer a per cent of the total sales 
on all orders over a given number of dises—the per 
cent to go to any noteworthy charity. 

* * * 

YOU NEVER CAN TELL just when your com- 
munity may get black-out minded. Are you promoting 
accessories with black-out treatment? A collection of 
these glowing pieces might well be shown in a darkened 
window with a message in phosphorescent paint on the 
windowpane. It would be a striking, timely arrange- 
ment. 

* * * 

AS THE EFFORT toward standardization in dress 
snowballs, the jewelers’ opportunity for sale of costume 
pieces increases proportionately. - You can dramatize the 
qualities of necklaces, pins, jewelry bib collars, etc., as 
costume variants by borrowing a “basic” dress from 
your neighboring clothes shoppe and numbering with 
large numerals the five or six ways you suggest jewelry 
may serve to make the dress “different.” 

* * # 

ONCE AGAIN YOU have a good opportunity to sell 
patriotic pins, motifs, clips, etc. April 6 is Army day 
and then, if ever, you should hark to the patriotic theme. 
Or, if you prefer a change, arrange a window of “Jewels 
in Flag Colors” and show pieces in “victory red,” “hope 
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white,” “invincible blue.” 


= BE  enuracturer 


THERE’S HEIGHTENED interest now in values 


that give life relief from the strain and turmoil of war. ey € | 
Netiehal Gaiden ‘Wedls; in Apetl; gies: tie jonelire AND GEM IMPORTE 
G42 FIFTH AUEN 


chance to exploit this escape psychology. He should 
cooperate with a local florist or garden club for original 
arrangements to feature his silver, crystal and pottery | Tt. Jj 
bowls and vases. An oft-neglected aspect is the artistic ee 
appeal of tastefully arranged fruit. 








FOR MARCH, 1942 











Whitelaw 
Brothers. 


Importers 
of 


Diamonds 


in all 


So @ & a 


and 


SHAPE S 


Memorandum Selections Upon Request 


























Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


MHITELAW BROTHERS 


Diamond Importers & Cutters 


PO WEST 48TH SELNLY.C. BRYANT 9-OL) 3 





























JEWELERS BEGAN '42 WITH HIGHER INVENTORY 


Inventories were 14 per cent greater at the end of 
1941 than one year earlier for 452 independent jewelry 


| stores, according to the Current Statistical Service of 
_ the U. S. Census Bureau. A gain in inventories was 
| experienced among each of the states, with the strong- 


| est, 28 per cent, in New England. 

The inventory accumulation of 14 per cent by jewelry 
stores put them far ahead of their inventory position 
on Dec. 31 of the four preceding years. Inventories 
fell from an index of 103 at the end of 1937 to 99 by 
the end of 1938; then moved to 101 at the close of 1939, 
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Index of retail jewelers’ sales and inventories, 1937-1941 


(1939 = 100) 


and to 107 a year later. ‘The index of 122 at the end 
of 1941 is a change from 107, which is sharp in con- 
trast to the moderate changes in previous years. 

The sales index, based on annual sales, followed a 
pattern which varied from the inventory trends in sev- 
eral respects. From 1937 to 1938, sales fell from 98 
to 88, a sharper drop than occurred in inventories. Rela- 
tive to 1939, which is used as a base for both the sales 
and inventory index, turnover was slow in these years. 
The sales-to-inventory relation changed rapidly after 
1939, the sales index for 1940 being four points over 
the closing inventory index, and by 1941 the sales index 
equaled 142, compared with an index for inventories of 
107 at the beginning of the year and 122 at the end. 

Monthly sales trends, available from another survey 
of the Census Bureau, indicate that most of the 1941 
gain occurred in the second and third quarters of 1941, 
with the margin over 1940 considerably lower at the 
year-end than for the year as a while. The inventory 
gain of 14 per cent is thus more closely related, in mag- 
nitude, to year-end sales gain (16 per cent in December 
over December 1940) than to the 28 per cent recorded 
for these 452 stores over the 12 months of 1940. 

The following table shows the per cent change in 
inventories of merchandise at cost, Dec. 31, 1941, com- 
pared to Dec. 31, 1940, together with the per cent 
change in annual sales, 1941 compared to 1940: 

Inventory Sales Inventory Sales 

State Change Change State Change Change 


Conn. .... 15% 44%, Kon. .... OF 32% 
Penna. ... 7 25 Ark. ...... 16 4\ 
Coe ..... 9 26 ae... 32 
ie 33 Tones... 23 
tl. 6 26 Colo. 17 
Mich. .... 21 26 N. M. 25 
Wise. ....- 21 26 Wash. .... 38 
ee 29 Or. =... 33 
ee 2) Cant, ... 33 

4 16 
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WATCHMAKERS VOLUNTEER TO WORK FOR JU. S. 


A proposal of the New York Horological Society 
made in a recent letter from the president, Andrew 
Park, to the Office of Production Management, has 
caught the fancy of watchmakers in many quarters. Mr. 
Park's letter reads: 

“We have read so often in the papers that there is 
a dire shortage of both skilled mechanics and precision 
machinery that we have begun to accept it as the truth. 

“Every American who has the interest of his country 
at heart has thought about this problem and some means 
to aid or help relieve the shortage in question. The 
Horological Society of New York offers the following 
suggestion to the Manager of Production in the hope 
that its efforts might alleviate the problem. 

“There are roughly in the U. S. A. about 40,000 
watchmakers of varying abilities and skills. It is a 
sate estimate that over half of them possess one or 
more horologists’ or instrument makers’ lathes, many 
with even more elaborate equipment. While the greater 
part of the watchmakers are engaged in non-defense 
projects, we are sure that they would be more than will- 
ing to devote at least two hours a week to their country 
in producing with their equipment whatever the OPM 
might find worth while for them to do. 

“The OPM could make a survey of the various in- 
dustries to find out what small precise parts could be 
produced by such a process and then delegate the local 
horological organizations to distribute the work to those 
patriotic volunteers who might render their services 





with or without remuneration. If 20,000 watchmakers, 
or even half that number, make themselves available, 
it will mean 20,000 man hours of production a week. If 
a factory were to employ men of this skill and to pro- 
duce just what we propose they do, this factory working 
on a 50 hour week, would have to employ 400 men. 
Considering the fact that no plant would be needed, this 
possibility offers to the Government a means for easing 
a shortage which definitely exists. 

“This suggestion further opens the possibility of en- 
listing men other than horologists; men who own small 
bench lathes, grinders, drill presses, radio mechanics, 
amateur astronomers and many other intelligent skilled 
Americans who would only be too glad to make their 
abilities available to the government for no other con- 
sideration than investing in a democracy.” 


DE BEERS ADVERTISES HIGHER PRICES 


Following a survey conducted among diamond retail- 
ers, dealers, and cutters, prices quoted in the De Beers 
advertisements will be revised upward slightly on half- 
carat and one-carat stones beginning in March, N. W. 
Ayer & Son, advertising agents for De Beers, has an- 
nounced. 

Despite rumors reaching the public to the effect that 
diamond prices have increased materially, the agency 
points out, the facts show that actual retail increases, 
both present and contemplated, are nominal. The ex- 
perience of retailers in all sections of the country, as 
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FANCY-COLORED 
SAPPHIRES 


THESE ATTRACTIVE GEMS — BLUE, 
YELLOW AND PINK — HAVE ALL THE 
IMPORTANCE AND QUALITIES OF 
PRECIOUS STONES AT A VERY 
REASONABLE COST. 


THEY HAVE BEEN SUCCESSFULLY 

USED IN EXTRAVAGANT AND MODEST 

PIECES ALIKE, BY MANUFACTURERS 
COVERING EVERY PRICE RANGE. 


MAY WE RECOMMEND THAT YOU 

EXAMINE THE AMAZING VARIETY OF 

FANCY SAPPHIRE JEWELRY CARRIED 
BY YOUR MANUFACTURER? 


THESE ADAPTABLE STONES ARE HERE 
TO STAY: THEY WILL HELP EQUALLY 


TO FILL OLD NEEDS AND TO CREATE 
NEW DEMANDS. 


WE HAVE AVAILABLE 


A LARGE STOCK 


IN LOTS 
OF VARIED SIZES AND 
QUALITIES 


Harold Cohen 


ASSISTED BY 
MR. ABY COHEN OF LONDON AND PARIS 


620 Fifllh Gilcnie 
New. York 











well as that of leading cutters and dealers, was taken 
into consideration in determining the new prices. 

As a result of the survey, the price range for half- 
carat stones in the advertisements will be revised up- 
ward to read $150 to $350, a rise of $25 at the lower 
limit of the scale and $50 at the upper limit. The lower 
limit for one-carat stones will remain at $350, but the 
upper limit will be increased $25, to $725. Prices for 
two and three-carat stones will remain the same. 

Prices are included in the De Beers advertisements, 
the agency explains, as an indication to the public of 
what it can expect to pay for a good quality stone. 
Prices quoted are for unmounted stones, and include 
Federal tax. A wide range is intentionally allowed for 
differences in grades, and the advertisements will point 
out that color and fine cutting also influence diamond 
prices. 

Full-page, full-color advertisements, featuring the 
work of outstanding modern illustrators, and containing 
the new prices, will appear during the spring months in 
Saturday Evening Post, Life, Time, Ladies’ Home Jour- 
nal, Vogue, and Harper’s Bazaar. 

The complete schedule of prices is as follows: Half- 
carat, $150 to $350; carat, $350 to $725; two-carat, 
$900 to $2,200; and three-carat, $1,500 and up. 


RETAILERS ASK VOLUNTARY PRICE CONTROL 


The American National Retail Jewelers Association, 
along with ten other national retail groups, last month 
submitted a plan for voluntary control of retail prices, 
together with an alternative program for applying 
legal price control if such action becomes necessary, to 
the Office of Price Administration. 

The voluntary method of control has worked out, the 
statement said, because of “the difficulties inherent in 
government control” of retail price. ‘‘In the first place,’ 
it continued, “there are 1,700,000 retail establishments 
in the country, and the cost of operation varies widely 
among stores in the same general classification and even 
more widely as between stores of different classifica- 
tions. 
~ “Because of this wide variation in operating costs,” 
the statement said, “‘it is difficult to adopt any system 
of government price control under which prices or mar- 
gins, either in dollars and cents, or percentage, could be 
flatly fixed or frozen for all stores on a particular item 
of merchandise. Any such attempt would result inevit- 
ably in a too-liberal arrangement for the type of stores 
having lower operating costs and in substantial capital 
losses to the type of stores having higher operating 
costs.” 


U. S. NEEDED PLATINUM IN LAST WAR 


The current situation in the platinum metals family 
was discussed by Meyer D. Rothschild, in his annual 
report as president of the American Jewelers Protective 
Association, Jan. 28. 

“During the World War,” said Mr. Rothschild, “there 
was a shortage of platinum for war purposes, but at 
that time there was enough iridium. We have a different 
picture now. Our Alaskan output, rich in iridium, is 
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about 30,000 ounces annually, while the nickel ore of 
Canada is vielding four times as much platinum metals 
as the entire world production in 1917. Iridium is 
necded as an alloy for platinum-iridium contact points 
for airplane engines, and while efforts are being made 
in England and the United States to find a dependable 
substitute for this 25-30 per cent iridium-platinum, 
there is still no certainty that this has been accomplished. 

Mr. Rothschild reviewed the situation after last July, 
in which month OPM issued an appeal that the use of 
iridium as an alloy in the manufacture of jewelry be 
discontinued. The appeal, sent to many jewelers and 
prominently publicized in the trade papers, met with 
prompt acceptance. The Government recommended an 
alloy of 95 per cent platinum and 5 per cent ruthenium. 

The association’s Platinum-Iridium committee, com- 
posed of G. H. Niemeyer, Sigmund Cohn and Mr. Roths- 
child, informed the government that several dealers, 
believing that they would be permitted to use the plat 
inum-iridium then on hand, continue to do so. An order 
prohibiting the use of iridium in any form was urged 
by the committee and was finally issued by the govern 
ment, 


SMALL RADIOS BUILD JEWELRY STORE TRAFFIC 

“A jewelry store can’t profitably sell radios because 
they need too much space, time and expensive service’’- 
so say many of the nation’s leading retail jewelers. 


“We're in the jewelry business, but we use waste 
space to display radios; we have found them one of our 
largest sources of profit, and ideal store traffic builders. 
We know definitely that the modern small radio is a 
jewelry store item because during a recent week we 
sold more than 50 sets every day’—so say Goldman's 
of Kansas City, Mo. 

‘““Now, what makes this difference?’’ one is inclined 
to ask. “Surely a firm that sells 50 items a day, in any 
radio price range, for more than a week, has discovered 
an important source of additional profit. Especially 
when this store is not put to the expense of maintaining 
a service department or of taking trade-ins!” 

“Yes,” says Ira Gaston, manager of Goldman's, ‘‘we're 
proud of our radio merchandising efforts. We're proud 
because we are now able to induce 80 per cent of our 
customers to buy better sets than the ones we use price 
advertising to promote. We're proud because our radio 
business is bringing many new customers into our store 
to open accounts for the first time, and they're staying 
on our books through later jewelry purchases.” 

In Mr. Gaston’s opinion, any jeweler can make a 
nice profit out of radios if he will stick to the type of 
sets that belong in his type of a business. This may 
mean he should confine himself to small radios, particu- 
larly the recently developed camera size. 

“Anyone can see that these camera-type radios were 
planned for us,” says Mr. Gaston. “In one pre-Christmas 


(Please turn to page 85) 
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Genuine “Trublak” 


TRADE MARK 


BLACK 
ONYX 


RINGSTONES 


ANY SIZE + ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 
Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. I. 


VWinimum quantity required per size 


and shape ... 300 pieces. 


VO IJGBBING ... NO RECUTTING 
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THESE LOW-COST IDEAS BUILD SALES 
(From page 49) 


activity of this department? Mrs. Gleim says: ‘Constant 
advertising keeps the business stimulated, but guaran- 
teed satisfaction is the real drawing card.” However, 
while this is basic, there is more to it than that. When 
customers neglect to bring their watches in for yearly 
check-up, they receive a card suggesting that they do sv. 
The card reads: “Dear Watch Owner: The time passes 
quickly and it has been over a year since we serviced 
your watch. If you will stop in we will be pleased tu 
give your watch a check-up. Gleim the jeweler.” Address 
and telephone numbers are included and in the upper 
left hand corner appears the clock trade mark. Custom- 
ers respond to this friendly personal invitation—and, as 
Mrs. Gleim has discovered, if you get people into your 
store, and have the goods, you will sell something to a 
large proportion of them. 

Another little attention is one given to new residents 
of Palo Alto. Within the last three years, no less than 
5571 newcomers to the town have received friendly 
invitations to visit the store. Says Mrs. Gleim, “We 
have no trouble in checking up on the value of this bit 
of advertising, since the newcomers all mention our card 
in a pleased way when they drop in.” 

Mrs. Gleim keeps tabs on newcomers into the world 
also. Every baby born at the local hospital receives a 
gift of a baby spoon engraved with date of birth. One 
thousand of these spoons have been sent to new babies 
so far. When these babies are six months old their 
mothers receive a suggestion that the first baby shoe 
would be a charming keepsake if bronzed. At one year 
of age, baby gets a birthday card, another at the ages of 
two and three. Mothers do not forget Gleim’s. 

The ‘teen-agers are not neglected either. Graduates 
from the Palo Alto High School are given little favors, 
such as sterling heart charms for the girls, and collar 
holders for the boys, the gift being varied from year to 
year. Prior to graduation, letters are written to each 
youngster’s parents suggesting appropriate gifts for the 
occasion. 

Gleim’s also gives out purse or pocket size memoran- 
dum books with the name, address and telephone number 
of the store on the cover. These are sent to new ad- 
dresses, handed out at the counters, and enclosed in all 
special statements where collections seem a bit difficult. 

Charge customers who have not been in for some 
months are sent a card with a tiny blue velvet forget-me- — 
not glued to the corner, and the message: 

“This little blue forget-me-not 

Is sent to vou today 

To let you know we're missing you 
And hope you'll come our way.” 

An envelope with the $25 reward copy reproduced in 
the left hand corner, is used in delivering to customers 
all small repair jobs. 

Permanent factors of Gleim’s advertising are the $25 
reward copy and the little Gleim clock trade-mark, but 
constant variety is introduced into current advertising, 
and into interior and window displays to arouse and 
hold customer interest, just as Mrs. Gleim tries to inject 
newness into her various personal messages and atten 
tions to customers. She solicits—and values—sugges- 
tions from her associates in the store. 
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For years we have concentrated on the manufacture of quality rings 
for men and ladies. In these unusual times, we believe our experi- 


ence and skill, acquired over a 27-year period, will enable us to pro- 
vide you with an attractive quick selling, profitable line of 


rings and ring mountings. 


SELL THE BEST— THEY COST NO MORE! 











THE FAD OF THE 
COUNTRY!! 


STERLING SILVER HEARTS 


FOR IMMEDIATE DELIVERY 
EXACTLY AS ILLUSTRATED 


ORDER BY NUMBER 


{ PLAIN—$12.00 
GROSS LOTS » ENAMEL—$19.50 


§ PLAIN—$1.10 
1 ENAMEL—$1.75 


F. LEVIT & CO. 


520 MAIN ST., HOUSTON, TEXAS 


DOZEN LOTS 














Third Edition 


WITH THE WATCHMAKER 
AT THE BENCH 


by Donald de Carle 
Here is a concisely written book packed with useful and 
important information on watch repairing. It is especially 
recommended for the younger watchmakers, students and 
apprentices but is equally useful to the advanced 


workman. 
Price $3.00 Postpaid 
Send Remittance With Order 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. 56th and Chestnut Sts. 
New York, N. Y. Philadelphia, Pa. 











FOR MARCH, 1942 


WEDDING RINGS 


ae 
e; 
» 


» Or) 
fan 


Ly 


a! 


MANUFACTURERS 


hese Rim Rings in 
org to diamond love 
eautiful contrast- 
ing effects. 
Made in 14k (all 
colors) and plati- 
num. 


pink g 
bands for b 


Write us for 
quantity prices. 





# 
4 
4 
{ 
4 





AAA 3-0 are aban 


aS eee ee 


ome ngempannenn-saneng ste pttearons “or inoaganonnensangrerszean: 





78 














The store windows are large, and their continuous 
change (one each week) is a strong buying attraction. 
Here, original ideas, presented in unique form, are 
constantly presented. Space is reserved for birthstone 
display which includes a large selection of rings for the 
current month with smaller showings for the two follow- 
ing months. 

Mrs. Gleim believes that one factor in the remarkable 
growth of the business in a very few years can be at- 
tributed to the slogan used on publicity: “a friendly 
place to trade’—and to the fact that it is practiced 
daily, along with the Golden Rule. 


A JEWELER'S ADVERTISING IN WAR TIME 
(From page 39) 


tioned only in a brief reference near the end of each 
piece of copy to the effect that “you can buy on the same 
easy credit terms as always.” 

For ads to be merely different of course is not enough 
—the thing that counts is whether or not they are effec- 
tive. Here is what Meyer Rosenbaum, president of the 
Meyer Jewelry Co., says on this point: 

“Much to our surprise, these ads have resulted in sub- 
stantially increasing the sales of diamonds and watches. 
We plan to use more of this type of advertising since it 
has conclusively demonstrated its value in these unusual 
times.” 

All of which goes to show that, as this journal has 
long contended, credit jewelry advertising would be im- 
proved from the standpoint. of-immediate sales as: well 
as building future business, if instead of dwelling solely 
on prices and terms, it would do a real job of creative 
selling. Here’s convincing proof in this experience of 
a popular price large volume credit jeweler. 

So successful has the campaign been and so much com- 


| ment has it created, that:several jewelers in other cities 


have requested permission to use the same ads, and it is 
now planned to make them available on some sort of 
syndicated arrangement to non-competing stores. The 
campaign was prepared by the advertising agency of 
Bass-Luckoff, Inc., Detroit. 


THERE'S TRAFFIC IN HEARTS 
(From page 43) 


have been scheduled on behalf of Bowen’s heart charms. 
Here’s the spot announcement that was aired over Sta- 
tion WLVA during September: 

“The latest sensation in costume jewelry is the charm 
bracelet with sterling silver hearts. The Bowen Jewel- 
ry Co., at 813 Main St., offers a wide selection of ster- 
ling silver heart charms and hearts set with stones— 
priced from 55 cents to $1. Three initials will be en- 
graved without charge. See Bowen’s complete display of 
sterling silver heart charms.” 

After selling heart charms at this accelerated pace 
during nine months of 1941, Bowen’s stock of bracelets 
and hearts on hand Jan. 1, 1942, amounted to $395.45. 
This inventory figure will indicate the speed of the turn- 
over, which naturally is of major importance to mer- 
chandising-minded jewelers. 

Traffic in hearts? Ask Bowen! is 
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NEW DIAMOND BOOK IS RECOMMENDED 


Fire in the Earth, The Story of the Diamond, by James Remington 
McCarthy. 263 pp., with bibliography and index. 18 ill. $2. 
Published by Harper & Bros. and for sale by the Book De- 
partment of THE JEWELERS’ CIRCULAR-KEYSTONE. 


ANY books for the jeweler and the expert have 
been published about the diamond but never until 
the appearance of this one has anything on the subject 
been written for the general public beyond a pamphlet 
or two and a few brief newspaper and magazine articles. 
Here for the first time is a full-length book on this 
fascinating subject in simple non-technical terms for the 
lay reader. While, as in the diamond itself, flaws can be 
found, they are so few and of so minor a character that 
the work must certainly be graded not lower than V.V.S. 
In fact, the faults are confined to two comparatively 
minor points: the section on diamond-cutting in Amer- 
ica is rather heavily flavored with publicity for Baum- 
gold Bros.—as is only natural in view of the author’s 
connection with the firm—and secondly, his selection of 
retail stores that are mentioned as outstanding is some- 
what unfortunate in a few instances. We’re afraid the 
lay reader in several cities, such as Cleveland, Ohio, 
who finds no mention of Crowell & Hubbard or Webb 
C. Ball in the author’s roster of leading jewelers in 
that city, or the St. Louisan who finds other stores men- 
tioned in that city without Mermod-Jaccard-King or 
Hess-Culbertson, may be inclined to discount the au- 
thor’s knowledge of the trade, which would be unfor- 
tunate since in all other respects his volume is by far 
the best and most complete compendium for the general 
reader of useful and reliable information about the dia- 
mond. 

The author wisely has consulted with and drawn 
freely upon the expert knowledge of recognized author- 
ities to whom he frankly acknowledges his debt, and 
has prepared from this array of facts a highly readable 
text in easy and excellent literary style. Sections relat- 
ing the fascinating histories and legends of the famous 
diamonds of the world are interspersed between the 
chapters. 

We recommend the book to the reader who wants a 
general, non-technical treatise of broad scope. It should 
be welcome to both the general public and to the jeweler 
seeking material for diamond lectures. 


CALIFORNIA HEADS U. S. GOLD PRODUCTION 


Total mine production of recoverable gold in the 
United States (territories included) was 5,858,871 fine 
ounces in 1941, a decrease of 2 per cent from 5,984,163 
ounces in 1940. The value of the gold, calculated at $35 
per fine ounce, was $205,060,485 in 1941 and $209,445,- 
705 in 1940. 

Of the total production in 1941 California contributed 
24 per cent, Philippine Islands 19 per cent, Alaska 12 
per cent, South Dakota 11 per cent, Colorado 6 per 
cent, Nevada 6 per cent, Utah 6 per cent, Arizona 5 
per cent, Montana 4 per cent, Idaho 3 per cent, and 
other states and territories 4 per cent. 
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Wadswor 


The smart styling and durability of Wadsworth 
Watch Cases definitely appeal to Men in the 
Service. 


Give your clientele what they want . . . a fine 


watch in a Wadsworth Case. 
Offices 


New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KENTUCKY 
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Fewer Plated Flatware Patterns for °42: 


Only 55 on Lists Today Against 79 Last Year 


LONG with all the problems and headaches that 

the war has brought to the jeweler it has also 
brought one thing for which retailers have long been 
clamoring—a reduction in the number of flatware pat- 
terns, at least in plated lines. 

Because of the difficulty of obtaining the metals used 
as the base for plating, manufacturers are devoting the 
limited supplies that they have or can obtain to the 
production of a selected few of their best-selling pat- 
terns and withdrawing the slower moving ones from 
their lines at least “for the duration,’ and perhaps per- 
manently. 

The net result is a reduction of nearly one-third in 
the number of active patterns of plated flatware today 
as compared with a year ago. The annual showing pub- 
lished in Tue Jewevers’ Circutar-KeystTone in March, 
1941, listed 79 active styles as of that date; the one 
presented herewith as of March 1, 1942, shows only 55. 

Only one new plated pattern has been introduced—25 
have been withdrawn, five of them by the liquidation of 
the Associated Silver Co., Chicago. The remaining 20 
are withdrawals by active companies, some of whom 
have hinted that still further withdrawals may be made 
in coming months. 

The foregoing refers only to plated ware of the grades 
customarily found in jewelry stores-—that is to say, the 
better qualities. The reduction in lower grade lines has 
been still more drastic, these low-priced goods naturally 


having been affected even more severely by the metals 
situation. 

The accompanying plate, then, is the 1942 edition of 
the complete showing of currently active silver plated 
flatware patterns manufactured by American silver- 
smiths, and sold through jewelry retailers—a presenta- 
tion that was originated by Tue Jeweters’ Circutar- 
Keystone three years ago, and that has appeared exclu- 
sively in this publication as an annual feature. 

The presentation follows the same form as in previous 
years. Patterns are arranged in alphabetical order ac- 
cording to the name of the pattern, and with the pattern 
name shown beneath each one, each name being followed 
by a number. This number indicates the name of the 
maker, the numbers assigned being likewise arranged 
in order according to the alphabetical sequence of the 
manufacturers’ names. The key showing the make 
to which each number refers, as well as the address of 
the manufacturer, is given below. 

All patterns are photographed from the standard 
teaspoon of each, and all are presented in exactly the 
same proportion of the exact size of the spoon itself— 
three-quarters of actual size. In this way it is made 
possible to compare each pattern exactly and fairly with 
all the others. 

Only goods of standard jewelry store grades are 
shown, promotional, premium, hotel and restaurant lines 
being omitted. 





Key 
Number 


! The Alvin Corporation 


The Gorham Co. 
Heirloom Plate, Oneida Ltd. 


Reed & Barton 


Successor 


it Tudor Plate, Oneida Ltd. 
12 R. Wallace & Sons Mfg. Co. 


above table. 


mission. 





Key to Makers of Plated Flatware Patterns 
Shown in Accompanying Plate 


Name of Manufacturer 


Community Plate, Oneida, Ltd. 


Holmes & Edwards, International Silver Co. 


Wm. Rogers & Son, International Silver Co. 
1847 Rogers Bros., International Silver Co. 
1881 Rogers, Wm. A. Rogers, Ltd., Oneida Ltd., 


10 Stratford Plate, International Silver Co. 


The number following the name of each pattern in the accompanying showing is 
the key number of its manufacturer which precedes the manufacturer's name in the 


This showing of patterns is copyrighted and may not be reproduced without per- 


Address 


Providence, R. |. 
Oneida, N. Y. 
Providence, R. |. 
Oneida, N. Y. 
Meriden, Conn. 
Taunton, Mass. 
Meriden, Conn. 
Meriden, Conn. 


- Oneida, N. Y. 
Meriden, Conn. 
Oneida, N. Y. - 
Wallingford, Conn. 
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Number following name of pattern indi- Compiled and published by 
cates maker. For key, see opposite page. KEYSTONE as an insert i 


i 


|} Active Patterns in SILVER PLATED 
, 7 


Adoration Buckingham Cameo—! Cavalier—3 Century—5 Chateau—4 Coronation Cotillion Danish 
8 12 2 | Princess—5 


Forever—2 Fortune—!! Garden—!2 Gardenia Grenoble—4 Guest of 
—7 Honor—5 


A 


Maid of Masterpiece Meadow- Melody—! Milady—2 Modern Go- Napoleon Personality Sierra—6 
Honor—6 5 brook—9 droon—/2 5 —!? 





ED FLATWARE—as of March 1, 1942 


plished by THE JEWELERS' CIRCULAR- Illustrations show patterns in three- 


mn insert in its issue of March, 1942 fourths actual size of the teaspoons. 


Elaine—-|! Eternally Evangeline Exquisite—7 Fantasy—!! Fashion First Lady First Love 
ah —8 


Yours—8 6 Lane—! 


Joan—12 Lady Lady Lady Hamil- Ladyship—i0 Longchamps Louis XVi—é Lovelace—8 Lovely Mademoi- 
Alice—12 Caroline—3 ton—2 ol Lady—5 selle—6 


os ae dhe - ii - 
Sierra—6 Socialite--6 Starlight—I0 Stylist—6 Surf - Sweetheart Talisman—7 = Youth—5 


© THE JEWELERS' CIRCULAR-KEYSTONE, March, 1942 














SMALL RADIOS BUILD JEWELRY STORE TRAFFIC 
(From page 75) 


week we sold over 200 of them alone. Our only cost in 
this instance was a half-page advertisement in a local 
paper followed by several smaller insertions in our 
regular newspaper advertising. 

“In many cases, jewelers who do not handle radios 
are holding off because of the trade conditions of five or 
ten years ago. 

“One of the big mysteries of the business is: Where 
do the trade-ins, the old sets, go when the customer buys 
a new one? We wondered about this because we don't 
take trade-ins. So we asked several customers, and 
found that usually when a set has given five or more 
years’ service it is retired to be used as an auxiliary in 
case something happens to the new set. The customer 
feels he has gotten his money’s worth out of it by then. 

“In the few cases where we found that customers did 
want to trade-in their old set, they went to a regular 
radio store, since they didn’t expect us to accept trade- 
ins on the small sets we handle.” 

Most retail jewelers do not give radio merchandising 
the same attention they award their more staple lines, 
Mr. Gaston believes. His store, however, has made a 
wide study of the market and has discovered the follow- 
ing facts: 

Consistent newspaper advertising is necessary. Gold- 
man’s devote small space in most of their regular news- 
paper advertisements to radios. If these ads were not 
incorporated in the large space offering, but set off to 


themseives, they would give the appearance of much 
smaller space and consequently attract less attention. 

These advertised radios are invariably priced at one 
of two attractive levels, $9.95 or $12.95. There is only 
one purpose here—to get customers into the radio de- 
partment and into the store. The ads are simply designed 
to build traffic. 

The store further has learned that 99 per cent of the 
small radios are sold on a comparison basis. Customers 
check for appearance, tone, selectivity, sensitivity, and 
make. ‘Thus demonstrators in all price ranges are kept 
hooked up, and regardless of what the customer is look- 
ing at, all are demonstrated to him. 

“This comparison angle can’t be stressed too strong- 
lv,’ Mr. Gaston says. “It is the one reason why four 
customers out of five buy higher-priced sets than those 
which attracted them into the store. Radios are sold 
through the senses. Pride of ownership and apprecia- 
tion of mechanical advantages help sell better-made 
sets.” 

When Goldman's were making their radio investiga- 
tion they learned that over 10,000,000 radios were being 
sold in this country every year. From this they de- 
duced that customers were buying more than the replace- 
ment market demanded, that there was multiplicity of 
sets in the household, and this meant that any customer 
might be in the market for more than one set, « fact 
which they don’t overlook. 

To assure customer satisfaction, Goldman’s never ex- 
aggerate a set’s probable performance nor the life of its 
various parts. 
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This typical display shows 20 different items in a single pattern, together 
with hollowware “in use"—candy in compotes, candles in the candelabra. 


“Doesn’t Fear Big City 


Silver Competition” 


Br, 
11g Up (date) 


Though midway between Pasa- 
dena and Los Angeles, the Box 
jewelry store holds Monrovia's 
silverware trade; instrumental 
are cards like these which show 
what items customers have and 
suggest desirable additions. 


SHE pulling power of the metropolis—the way the 
big-city store is supposed to act as a magnet for 
purchases throughout a large circumferential trading 
zone—is just so much spinach to many successful small 
town jewelers who operate profitable stores in suburban 
communities. 

Such a one who defies a big city’s magnetic pull and 
sells a handsome quota of silverware to his home town’s 
citizenry is Glenn L. Box, of Monrovia, whose 13,000 
population could certainly be supposed to be within the 
trading zone of nearby Los Angeles, with its great 
stores. 

This story tells the “how” of Box’s successful efforts 
during the last 20 years to establish his store in the 
home folks’ minds as ‘“‘a good place to trade.” Probably 
all of the selling methods have been used many times 
over by various other jewelers, but Box has system- 
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matically combined them into an integrated plan that 
manages to keep dollars in Monrovia that otherwise 
would have gravitated to Los Angeles. 

From knowing their customers so well, Mr. and Mrs. 
Box naturally remember a majerity of the birthdays 
and wedding anniversaries, but nevertheless they have 
these dates down in writing on the same cards that pro- 
vide a record of the families’ silverware acquisitions. 

Besides being constantly on the alert for birthdays, 
anniversaries and the like in various club and church 
activities, Mr. and Mrs. Box riffle through these record 
cards several times a week and thus are in position to 
remind husbands and friends of important approaching 
events which should be a “silver remembrance” affair. 
Most of the husband-notifying is done by personal or 
telephone call, but if letters are sent out these too are 
as informal as a phone call between friends. 
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BOTH BATTLING FOR FIRST PLACE 


AT THE VERY TOP OF 1942’s 
BEST SELLING PATTERNS 





LNT 
Lig ei 


sol THROUGH APPOINTED DISTRIBUTORS 


LUNI Slwersmeths — GREEVEITELD. WASSACHUSEITS 


The Boxes usually suggest certain definite silverware 
items which would round out the silver already owned. 

War or no war, girls are continuing to get married, 
and so the registration of their pattern selections con- 
tinues highly important. When a bride-to-be selects her 
flatware pattern, her gift-giving acquaintances soon 
know that the choice has been registered at Box’s, so in 
come the people, generally to Mrs. Box, asking for gift 
suggestions. Frequently they want to give some piece 
which the bride will always be able to associate with the 
donor; therefore, Mrs. Box may suggest serving pieces 
such as carving sets, table spoons, berry spoons, gravy 
ladles, cream ladles, pie knives or egg servers. 

Fill-ins on flatware not given by acquaintances, Mrs. 
Box finds, usually come through buying of the parents 
or the young people themselves. 





When the local women’s club sponsors table trims, 
all silverware, glass and hollowware is furnished by the 
Box store, and of course the trimming and table setting 
are done in expert fashion by the ladies of the store’s or- 
ganization. 

Another excellent source of bringing the silverware 

resources of the store to large groups of interested pros- 

pects is by cooperating with. builders who specialize in 
model homes. When these new homes are open for in- 
spection a liberal sampling of the newest thoughts in 
silver is displayed in all its glory. Many worthwhile in- 
quiries which lead to nice sales result from these exhibi- 
tions. 

One window invariably features silver. However, 
silver is not merely shown. It is completely dramatized, 
by showing the use of each article, when possible. This 
means real flowers in the vases, real fruits in the fruit 
dish, real cracked nuts in the nut bowl and real bottles 
of condiments in the condiment holders. Shoppers fre- 
quently ask for a certain piece, just by the name of the 
item which is illustrating its use. 

Baby silver comes in for its separate full window 
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showing several times a year. This serves as a year- 
round reminder that the Box jewelry store specializes 
in these items. Furthermore the baby silver department 
is brought to the attention of all mothers through the 
sending of a Baby Book, soon after the child’s birth. 

In talking with prospective patrons interested in buy- 
ing baby some silver, the point is stressed that the silver 
being shown is expertly designed for little hands in 
size, shape and balance, therefore a complete set will be 
of several years’ benefit to the child. Emphasis is also 
placed on the giving of silver as presents to young chil- 
dren, a thought which is fully appreciated by many 
people who are looking for something beside a soen- 
discarded toy. 

Back of all the displays, the promotional plans, the 
many intimate methods of selling silver is the silver 


A special tray, one for 
each pattern, shows the 
various pieces that com- 
prise that pattern. So 
customers won't be em- 
barrassed in asking 
“what's that for?," each 
piece is identified by o 
card showing its use. 


stock itself. A person interested in silver wants to see 
it all, right at the moment she is in the store, so a 
full stock is of vital importance in order to compete with 
the large stocks of Pasadena and Los Angeles. 

Sterling is carried in dozens, even though sales are 
in sets of eights; as a rule. This dozen method of stock- 
ing permits an opportunity to fill in before the next 
customer is served. Teaspoons are carried in two 
weights. A good line of plate rounds out the store’s 
stock of flat and hollowware. 

A special pad has been worked out by Box that shows 
20 different items in a single pattern. This pad is set 
right before the patron and graphically brings to atten- 
tion the many pieces of silver which are needed for 
gracious living. One nice way of making buying easier 
for the patron is to mark the use of each item, so the 
possible embrassing question or thought of “I wonder 
what that’s for?” never comes up. 

Silver selling here is based on this one thought, a 
thought which is subtly impressed on the patron, “We 
know you want correct services, so we are doing all we 
can to help you arrive at this happy result.” 
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No. 6153/2. Three piece Baby Set, 
Sterling Silver, stainless steel blade. 
Made in all Manchester Flatware pat- 
terns. Illus. '/2 size. 







No. 25153. 
blade. 


No. 885. 
Cup, 2" 


ai 


No. 820. Sterling Child's Cup, 2!/2"' high, 2%4"' diameter. 


Weight 3 oz. Gold lined. Illus. 2/3 size. sign on handle. 


Keeping pace with the record Birth 
Rate, the market for Baby Goods is 
exceedingly active. Plan to capture your 
share of this profitable business by mak- 
ing showings of top-value Manchester 
Sterling baby items. 










Three piece Child's 
Set, Sterling Silver, stainless steel 
Made in all Manchester 
Flatware patterns. 





Sterling Silver 


diameter, 
Gold lined, orange and leaf de- 





No. 12111/12. Two piece Baby Set, 
Sterling Silver. Made in all Man- 
chester Flatware patterns. Illus. '/ 
size. 





lus. '/2 size. 





Juice 


13%4"' deep. 


No. B-11/12. Two piece Sterling Silver 
Baby Set, heavy weight. Illus. '/. size. 


Illus. 2 size. 


An extensive line of baby sterling is 
shown in the latest Manchester Hollow- 
ware Catalog — quoting prices that will 
astonish you. 


A copy for the asking 





PROVIDENCE, 





MANCHESTER SILVER COMPANY 


Rhode Island 
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® Sterling lapel pin, 
by Trueart Jewelry 
Creations, Provi- 
dence, has a hang- 
ing telescope tube 
which holds identi- 
fication data. $1.50. 


‘@ "Spring Glory," new 
‘pattern in International 
Sterling, dramatizes a 
‘single, delicate spring 
flower. Openwork and 
‘rounded surfaces pro- 
duce a sculptured look. 
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They’re New! 











@ Inspired by last 
August's meeting of 
Roosevelt and 
Churchill, this Uncle 
Sam and John Bull 
sterling silver  vic- 
tory pin is made by 
Campbell Jewelry 
Co., Mattapau Sq., 
Boston. Price, $3.50. 





® For Service men, Waite-Evans Mfg. 
Co., Providence, suggests a Rosary pro- 
tected by this leather pouch, orna- 
mented with sterling insignia for any 


branch of the Service. Rosary with 
cat's eye beads, $7.50; with black 
beads, $5—complete with leather pouch. 


® The new tailored geometric silhouette features 
this calf handbag from Evans Case Co.'s new col- 
lection. It is fitted with compact, lipstick and comb. 
Handle strap can be converted to shoulder strap. 
In black duco frame, $30; in engine turn, $25. 


Retail prices quoted 





® Dennison Mfg. Co., Marlboro, Mass., presents 
this new transparent wedding ring case, especially 
feminine in its engraved lacy transparency. The 
-heart-shape case and ring holder are appropriate. 





® Albert Horwig, 71! 
Nassau St., New York, 
presents this Viking 
Craft sterling victory 
pin with heavily chased 


laurel design. $3.00. 

















@\In "Grand Colo- 
nial'’ Wallace brings 
forth a superbly 
graceful achieve- 
ment in the spirit of 
Early American sil- 
versmithing. A spe- 
cial series of en- 
graving suggestions 
has been prepared. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


“Du Yin. Ttuellar 2 


Because you're a business man, we think it's fair to assume that you 





fl 
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want more business.” _ Right? 

Well, it seems that the 450,000 young women who use our magazine as 
ate 

a buying guide are the gals who get engaged - - —-who buy silver- 


ware fy —who use good stationery (TP for invitations, 


announcements, notes and calling cards—who buy the best cultured 


AF ee 3 
pearls _ ‘ 8. —in a word, who are the jewellers' joy. 
- oO. 


In addition to the young women who buy MADEMOISELLE, a recent survey 





revealed that every copy averages four additional readers. Ear That 





MA 


the Magazine for Smart Young Women which has also pea the Magazine for Smart Advertisers 


gives a tidy sum of over 2,000,000 
young women—all active, up-and-buying 
customers for the very things you sell. 
Indeed, our readers a have proved 
their potency by buying so much of our 

advertised merchandise that 
MADEMOISELLE carried 1501 pages of 
advertising in 1941—more pages than 


any other women's magazine—either 





general or fashion. We thought 


you'd like to know! 


DEMOTSELLE 


‘ 


\ 


Editorial office: 1 East 57 Street, New York City — Advertising offices: New York — 
79 Seventh Avenue; Chicago — 230 N. Michigan Avenue; Los Angeles — Garfield Building ; 
San Francisco — Russ Building; Boston — P. 0. Box 57,- Reading, Mass; Atlanta -— 19 — 


llth Street, 





N. E.; Detroit — 10-252 General Motors Building. 
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EB MODERNIZATION FORUM | 


@ 70 aid its readers in rede- 
signing, modernizing and im- 
proving their stores, Tur 
JEWELERS’ CIRCULAR - Keystone 
has retained Murray M. Pearl- 
stein, nationally known author- 
ity in jewelery store layout, as 
consultant. These services are 
entirely without charge, except 
when elaborate, individually 
prepared designs are requested. 
In stating your problem please 
be explicit and include if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 100 E. 42nd St., New 
York, or, if you’re going to be 
in New York, write in advance 
for an appointment. 





MURRAY M. PEARLSTEIN 


EW CEILING—In planning the modernizing of 

our store, we are in doubt as to whether to install 
a plaster ceiling or a composition, hung from the present 
old-fashioned metal ceiling. Will you please advise as 
to what type is best? 

Answer—lIf you are modernizing your present store, 
we believe it would not be advisable to install a plaster 
ceiling as this work would necessitate your closing the 
store for business for at least four days, and therefore. 
the tile type would be best. However, if the store is in 
a new location, by all means install a plaster ceiling 
and use concealed flush type lighting units. 


IR CONDITIONING—We are thinking of putting 

an air-conditioning system in our store and 

would appreciate your advising us as to whether such 
equipment is available today. 


Answer—Better contact the various air-conditioning 
distributors in your vicinity, as some of these agencies 
in the different localities have equipment on hand and 
may be in a position to give you prompt delivery. 


ODERNIZE NOW?—We have been contempla- 

ting remodeling our store this summer. But, due 

to priorities and scarcities, we are undecided as to wheth- 

er to go ahead. Our store certainly needs modernizing 

to do a better selling job. Will you please give us your 
honest advice regarding the above? 


Answer—By all means go ahead and modernize. But 
we emphatically advise your immediate planning and 
purchasing of the materials that you will require for the 
job, so that when the work is to be started there will be 
no unnecessary delays and disappointments. Please bear 
one thing in mind—this country of ours is not going to 
pieces. There are, and will be plenty of materials for 
retail store modernizations. The retail business of this 
country must and will be kept going. 


RIORITY SUBSTITUTES—Some time ago, we 
awarded the work of remodeling our store to one 
of our local contractors. This work was to be started 
on Feb. 1 of this year. The contractor now informs me 





— 
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that he cannot secure certain materials, such as stainless 
steel for the store front and sign and he is also unable 
to get the type of lighting fixtures agreed upon. Can 
you please advise us as to whether these materials are 
available elsewhere or what substitutes can be used? 


Answer—Regarding stainless steel, would suggest 
that bronze be substituted, as this material is still avail- 
able. Some distributors of store front materials may 
have stainless steel members in stock. Using bronze 
and having it lacquered at least twice a year would make 
a fine looking job. As to the lighting equipment, if you 
will forward your electrical plan and specifications, we 
shall be glad to offer suggestions for substitution. 


ARROW STORE-— My store is so narrow 

(10’, 10”) that wall cases can be used on only 
one side. How would you treat the other wall? Equip- 
ment includes two 8-foot show cases, one 5-foot show 
case, and two 8-foot wall cases. 

Answer—We’d favor panels and mirrors on the wall 
not used for the wall cases, placing the show cases on 
this side and the wall cases on the opposite. Walls 
should be painted very light blue and ceiling pure white. 
Light beige marbled linoleum would provide a satisfac- 


tory floor covering. 


THOUSANDS ENTER SNAPSHOT CONTEST 


A “snapshot derby” held annually by the camera de- 
partment of Davidson & Licht, Oakland, Calif., jewel- 





ers, in cooperation with the Oakland T'ribune, gives real | 
impetus to photographic supply sales and introduces the | 
store to hundreds of people who come in with their con- | 


test entries or to secure copies of the rules. 

Last fall’s derby, their fourth, attracted about 3100 
contestants. Still more would have competed had it not 
been for disturbing local conditions created temporarily 
by the onset of the’ war, according to O. Dana Peck, 
manager of the camera department. The 1940 Derby 
had more than 4100 persons entered. 


Planned to attract the average amateur, the 1941 | 


Snapshot Derby, held Nov. 23 to Dec. 20, offered $750 
in merchandise awards usable in photography for 100 
winners plus 50 honorable mention awards of 8x10 
salon-mounted enlargements of the recipients’ entries. 
A theater across the street displayed prize-winning 
prints in the lobby for two weeks. The first display 
was made at the request of the store. Since then the 
theater has asked for the privilege of showing them. 
The Tribune, cooperating newspaper, provided. daily 


publicity in its columns for the “Tribune-Davidson & | 


Licht Snapshot Derby.” Judges were the T'ribune’s art 
editor and cartoonist and Mr. Peck. Four single pages 
of prize-winning photographs were published during the 
contest and at its close a two-page spread of final win- 
ners was also featured. 

The contest was divided into four periods, each a week 
long with 25 winners announced weekly. The final 
standing of these 100 winners was determined at the 
close of the contest. 

Because the contest was intended for amateurs with 
ordinary experience and equipment, snapshots were 
limited to landscapes and other scenics which might in- 
clude one or more persons incidentally. No enlargements 
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“Romantique” is Church's newest, me 
tivating ring creation. It is truly, the 
tessence of the ring designers’ art. 


A radiant Amethyst is completely surround 
ed by matched cultured pearls in a sime 
yet exquisite setting of 14 karat yellow gold 
No doubt, it will enjoy tremendous popu 
larity because of its attractiveness and its 
economical price. 


Choose from a variety of center stones, 
Amethyst, Garnet, Topaz, Synthetic Ruby 
and Zircon. 


CHURCH « COMPANY 
MANUFACTURING JEWELERS 


hin A 


336 MULBERRY ST. ssag NEWARK, V. J. 


A C r y r 
‘ ( 7 - Ah A’ 
West Coast | # J) 20 < S . SA FRANC 
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larger than 5 x 7 could be submitted as a further in- 
ducement to the amateur; glossy prints only were ac- 
ceptable. Pictures were judged on general interest, ap- 
peal and photographic excellence. Finishing could be 
done either by the entrant or a commercial photo finisher. 

The contest blank provided excellent mailing list 
possibilities since in addition to the contestant’s name 
and address it carried space for the name of his camera, 
kind of film used, name of the finisher as well as in- 
formation on the length of time he had been taking pic- 
tures, when the snapshots were taken, shutter speed and 
lens opening. 


MY DAY SELLS GIFTS "FOR YOURSELF" 


A novel adaptation of the gift appeal which is the 
jewelry store’s strongest selling asset is ““My Day,” a 
clever annual promotion staged by Sarphie Jewelry Co., 
Hattiesburg, Miss., on Mar. 21 of each year. 

Although the idea behind “My Day” has been at 
various times publicized, very few jewelry stores have 
ever put it to work, according to Joseph Sarphie, presi- 
dent of this Southern jewelry firm. Mr. Sarphie 
pioneered it in his own city, and has found sales results 
equal to any other promotion of the year, with the ex- 
ception of Christmas, can be realized. Each year the 
Sarphie store has transformed an ordinarily dull period 
in the store into a time of bustling gift activity. 

“My Day is simply an appeal presented to the jewel- 
ry store customer to set aside one day of the year for 


purchasing a gift for himself—in contrast to the dozen- 
odd days during the year when he buys gifts for father, 
mother, brother, sister and friends,’ Mr. Sarphie ex- 
plained. “We believe that at least 60 per cent of all 
jewelry purchased in the country reaches its ultimate 
wearer via the gift channel, and consequently the public 
is educated toward thinking of jewelry almost exclu- 
sively in the terms of gifts for someone else. Any jewel- 
er will recognize the true of this belief, which forms a 
ready-made foundation for My Day.” 

Inasmuch as many men save constantly for the pur- 
chase of a new automobile, hunting equipment or similar 
possessions, Mr. Sarphie has found it reasonable to as- 
sume that the same theory applies to fine watches, per- 
sonal jewelry, rings, clocks and silver hollowware. 
Women are interested, likewise, because “My Day” 
offers a logical date on which to purchase long-desired 
jewelry which in all probability they would never buy 
otherwise. In both cases, it has worked out to the ex- 
tent that the majority of customers of -the store catch 
the spirit of “My Day” and present themselves humor- 
ously with some jewelry item. 

“My Day” was first inaugurated in 1935, when jewel- 
er Sarphie took the plan to the Hattiesburg Chamber 
of Commerce with the idea of staging through all retail 
businesses of the city. Chosen as a slogan in the jewel- 
ry store was “Give Yourself Something”; this theme 
was playing up in a large newspaper ad and in two 
special window displays trimmed for the week of Mar. 
21. In addition, there was a direct mail program ex- 





SILVER 


FOR SILVERSMITHS 





FINE SILVER ANODES AND 
GRANULATED SILVER 999.5-+4 . 


STERLING AND COIN SILVER: 
BARS, SHEET, WIRE CIRCLES, 
BLANKS, STRIP, OVALS, ETC. 


WIDTHS TO 28 INCHES, 
ANY LENGTH 


SILVER BRAZING ALLOYS 
FLUXES 
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plaining “My Day” which was sent to every regular 
customer of the store a week prior to Mar. 21. 

Display windows and the interior of the store were 
arranged to feature a complete selection of gifts from 
each bracket of merchandise—all individually priced, 
and attached to small show cards bearing the “Give 
Yourself Something” slogan. Tops of store counters, 
special tables and every display facility were converted 
into gift display, with the idea of making it easy to find 
a desirable gift in a few moments in the store. 

The same merchandising arrangement has been used 
ever since except for periodic changes of slogans and 
window display methods. With an effective combination 
of advertising mediums, and the novel appeal of the idea 
behind it “My Day” has become one of Sarphie Jewelry 
Co.’s outstanding annual events. 


THESE MAILINGS BUILD CASH BUSINESS 

Jewelers who are troubled by a lack of customers 
through a frequent problem—that of being located on 
the upper floors of an office building—can find consider 
able encouragement in the success which Oliver J. 
Mennemeyer, president of Mennemeyer Jewelry Co., of 
St. Louis, Mo., has put direct mail to work. 

Mennemeyer’s, specializing in unusual diamond jewel- 
ry designs, have been in business at 629 Arcade Build- 
ing, St. Louis, since 1932. The company maintains one 
of the largest showrooms of this type in the Midwest, 
and does a strictly cash or charge account business, no 


Ladies’ 14K gold filled or 14K gold 
sports watch with silver dial. Suede 
strap. 









ETERNA DELIVERS THE 
GOODS! 






14K gold or 14K 
gold filled in choice 
of pink or yellow 
color, with silver, 
nink or black dial 
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Time is the Important Factor Today . . 


AND ETERNA IS THE WATCHWORD for dependability, 
quality and styling. For each and every Eterna watch is fault- 
lessly manufactured and accurately examined and 
checked. And the styling of Eterna watches is not de- 
signed for just today’s fashion trends, but remains smart 
and fashionable throughout years of faithful service. 


TERI Since 1856 


ETERNA WATCH CO. OF AMERICA-580 FIFTH AVE., N.Y.C. 




































hint of “credit” operating entering their merchandising 
program. Nevertheless, Mr. Mennemeyer has constantly 
been forced to fight the ‘upstairs jeweler’ problem 
which gives the public a wrong impression of his store. 

“We make no claim to perform miracles in building 
up a worthwhile customer list with this problem to 
fight,’ Mr. Mennemeyer said. “But we feel that the 
persistant use of direct mail, plus the recommendations 
of satisfied customers, is the only way out for the jewel- 
cr located on an upper floor. We’re proud of the results 
we have obtained.” 

The Mennemeyer company at present operates one of 
the heaviest direct mail campaigns of any such retail 
business in the Missouri metropolis, with eight mailings 
a year to a list of 8500 customers. Five of these mail- 
ings consist of handsomely illustrated, two-color penny 
post cards; the remaining three made up of folders of 
important special announcements. There is one mailing 
approximately every six weeks, no two of which are 
alike. The most surprising single feature of this cam- 
paign is the fact that less than 10 per cent of the total 
8500 names on the books are from purchased mailing 
lists, all but a minor percentage having been carefully 
hand-picked by the store itself. Mr. Mennemeyer puts 
little faith in commercial prospect lists, and prefers in- 
stead to build up his own with assurance that his mail- 
ing encounters less waste. 

The methods by which this list has been accumulated 
during the past eight vears involve a great deal of simple 
honesty with customers. First, Mr. Mennemeyer has in- 
structed his sales staff to ask each customer for the names 












The Protected Precision Watch 


Ladies’ waterproof of 
stainless steel with ra- 
dium, silver or black 
dial. Unbreakable crys- 
tal. Sweep-second hand. 








Waterproof watch in 
14K gold or stainless 
steel case. Silver or 
black dial. 





of friends who may possibly also become visitors to the 
store. This direct question, with the explanation that 
Mennemeyer’s is simply out to attract more trade, can- 
not possibly offend anyone and quite often is the source 
of a good-humored help. If the customer, for example, 
is pleased with one of the special order jobs for which 
Mennemeyer’s is known, Mr. Mennemeyer feels it only 
logical that she should be asked to pass her enthusiasm 
along to her friends. Women in particular, it has been 
this store’s experience, are willing to follow through on 
this suggestion and usually spend an extra few minutes 
with their salesman on the subject. 

All names of potential customers are placed on a 
“trial list’ maintained by Mr. Mennemeyer for six- 
month periods. During that time the individual receives 
the regular run of Mennemeyer direct-mail advertising, 
plus a personal note on personal stationery, which ‘a- 
forms the reader that one of his friends has suggested 
that Mennemeyers invite his patronage, and mentions 
the fact that for many years Mennemeyer diamond clips, 
rings, bracelets, earrings and studwork have pleased dis- 
criminating buyers. The universal interest in diamonds 
has constantly been an asset which insures response. 
However, if no response of any kind is made within six 
months Mennemeyer’s logically concludes that the per- 
son is not reasonably a prospect and drops the name from 
the list. In this way Mennemeyer’s direct-mail list is 
composed wholly of actively interested St. Louisans. In 
many instances people have been known to call the store 
and object because they are no longer receiving regular 
mailings. 


Direct-mail is rotated so that no two mailings in a 
four-month period carry the same message. Colors are 
chosen to compliment the merchandise carried to the 
customers attention. For example, when star sapphires 
were featured in 1940, post cards were given deep blue 


‘reverse cuts. At graduation time Mr. Mennemeyer sends 


telegrams to the parents of all graduating students with 
whom he is conversant. At Christmas time last year 
handsome half-tone folders listing diamonds and watches 
were sent to 9000 persons at a cost of $450, exclusive 
of postage cost. These methods, combined with a small 
display window in a lobby of the Arcade Building have 
brought Mennemeyer’s an upstairs business which, never- 
theless, is 80 per cent cash. 


GRADUATION EARLY THIS YEAR 
(From page 47) 


green velvet. ‘The various other leaves and stems are 
made the same way and then applied against the back- 
ground. 

A real sundial can be borrowed from a hardware or 
seed store, or one can be faked by painting black nu- 
merals on a large cardboard circle and adding the indi- 
eator, which should stand at right angles to the surface 
of the dial. If the background can be painted, it should 
be coated light blue, and to make the garden seem as 
real as possible, the floor should be green. 

Copy for this display: “It is good to be in good 
time.’’—Proverb. 





CLOCK QUALITY THAT CAN’T BE IMITATED 


As new homes go up, so do the sales of fine clocks—especially with those 
jewelers who show new Sessions models. For Quality Electric and Spring 
clocks say Sessions to your Wholesaler. Send for new catalog. 


No. 390W 
Size 7%” x 4”. 4%” x 3” oblong 
dial with two-tone numerals. Gen- 
uine walnut case in modern style. 
Self-starting electric time movement 


No. 390B-1 
Size and case same as No. 390W. 
Self-starting electric movement with 
bell alarm. 


No. 424W 
Size 5%” x 44%”. 4” square dial. Plastic 
molded case. Colors: ivory, white, red, 
or mottled brown. Self-starting electric 
time movement. ; 


No. 435W 
Size 8” x 514”. 4” raised nu- 
meral dial. Genuine walnut case. 
ne electric time move- 
ment. 














YOUR WHOLESALER 


TIMGG Lea 
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TABLE-TYPE CASE AIDS GOLD SALES 
by ROBERT A. LATIMER 


One of the old, old problems of the jewelry store with 
a considerable volume of business in rings—that of 
whether to tie up aisle space in providing seating for 
customers—has been ideally solved by Hess-Culbertson 
Jewelry Co., of St. Louis, with the remodeling of their 
karat gold ring department. 

Formerly, Hess-Culbertson’s ring department, headed 
by Clements Wolff, was a typical rectangle of elbow- 
height cases, and displayed diamond engagement rings 
on one side, cocktail and dinner rings at the front, and 
various other rings on the other side. It was the policy 
to ask a customer to come to whatever case was felt 
correct for her request, and to show rings one by one 
either on the tray in which the ring was displayed, or on 
a square of black velvet kept atop the glass top of the 
case. 

Where the ring in question was an expensive one, or 
mounted a diamond which neded closer scrutiny and 
an explanation of its fine craftsmanship points, the cus- 
tomer was always taken from this point on the left side 
of the store to a diamond-conference room in the right 
corner of the store some 30 steps away. Here, comfort- 
able seating was made use of to complete the sale of 
the ring. 


This, however, had a drawback in that the customer 
always was forced to walk from the case into the private 
consultation room, and wait while her salesperson wrig- 
gled out from behind the ring case, and into the con- 
sultation room from a separate entrance. Consequently, 
valuable time was lost, and there was an opportunity 
for the customer to see other rings to distract her atten- 
tion, or intention to buy, from the first ring in question. 
A check of typical customers in making the walk from 
the ring case to the consultation room proved that a fair 
percentage of them stopped to look at other rings while 
waiting for the salesman, and thus required extra time 
to make their final selection. 


This situation has been completely eradicated with 
remodeling of one of the ring cases. A ten-foot section 
of the former rectangle has been removed, and a flat- 
top, table-height case substituted, fitted with two com- 
fortable arm chairs on the aisle side, and another for 
the salesman inside the case rectangle. At table height, 
and with additional close display space thus provided, 
it is possible to seat the customer comfortably at the 
point where she is most interested in the ring being 
shown her. Moreover, the salesman can now simply step 
from any point in the ring department to the flat-top 
case, and invite his customer to examine the ring more 
closely sitting down. Velvet pads and a strong direct 
light—plus customer comfort—accomplish the same re- 
sults as were formerly to be had only in the small con- 
sultation chamber. 

Thus, when a ring is tentatively decided upon, the 
salesman immediately seats his customer, where her be- 
ing at ease is likely to expedite the sale. 

The case has another value in that it contains only 
three trays, all showing gold jewelry. Pink gold is dis- 
played on a light beige center panel, and yellow gold on 
two dubonnet panels on either side. 
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There are no priorities 
ON AMERICAN INSPIRATION AND INGENUITY 


And that’s the most important thing of all! 

If brass is needed for shells, then silver is substi- 
tuted and, with American ideas and ingenuity added, 
it becomes one of the bright spots of the jewelry 
industry. 

Karat gold on a silver base can easily be the 
“white hope” of 1942 for jewelers. Out of times 
like these come the daring devices that make mer- 
chandising history. 

Don’t ever sell American inspiration and ingenu- 
ity short! 
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CLOCKS 





CONTINUING 
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—still your best source for Jewelry-store 
merchandise! 


The 1942 BECKEN BOOK is the brightest spot in the 
trade. Although of necessity many lines will be short, 
some not available at all, we believe the resources and 
resourcefulness of the A. C. Becken Co. make this slogan 
as true in 1942 as in any year: “Buy from Becken—and 
get the Best . . . in Service . . . in Satisfaction . . . in 


Quality . . . in Price.” 
| Go. 


Established 1887 








29 EAST MADISON STREET 
CHICAGO 


DETROIT: 
Michigan Bldg. 


DENVER: 
Steel Bldg. 


TAMPA: 
Tampa Theatre Bldg. 














“Buy from Becken—and get the Best” 
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6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet bracelet. 
A696—17 Jewel 


Shown above are suggested 
retail prices. Your Keystone 
prices are A692 — $25.10: 
A690 — $24.30; A696 — 
$25.10; A698—$24.30. 


Below 

6% x S Ligne, Aiton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet bracelet. 
A692—17 Jewel.... $35.75 


Left 

6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet silk cord. 
A690—17 Jewel $33.75 


6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet silk cord. 


A698—17 Jewel 


Send for the 1942 W&C 
Catalogue 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 
[.D. Watch Cases 


5 South 


Wabash Ave. 


: : Chicago 
< Hhinois 














JEWELERS VEND BIG VOLUME OF WAR STAMPS 
Jewelers everywhere in America, from Tiffany’s down 
to enterprises in the smallest hamlets, are selling War 
stamps and bonds. The accompanying pictures tell just 
a little of the story. 
An attention-getting window display that sold a large 
volume of stamps and bonds wa_ installed last month by 
John H. Piepenburg Co., Oakland, Calif., with a long 


Thanks to flags and miniature war planes, this display window of the 
John H. Piepenburg Co., Oakland, Calif., produced many dollars’ 
worth of War stamp sales. 


row of flags mounted across the rear and miniature 
bombers and pursuit ships hung from practically in- 
visible threads. “Keep Em Flying,’ said the window 
card. “Buy Defense Savings Stamps Here.” 

All Busch stores in New York have been enlisted by 
William J. Kappel, president, in a campaign to sell 
stamps to both employees and customers. A War chair- 


Jasmine Kelly, Busch employe who has sold most War stamps, sells 

a $100 bond to Rev. John H. Johnson, church and civic leader. 

Shown among his employees is William J. Kappel, Busch president. 

third from left, together with Jack Rose, store manager, who stands 
between Miss Kelly and the Rev. Mr. Johnson. 


man in each store encourages employees to buy stamps 
each pay day; in addition, cashiers invite customers to 
take part of their change in stamps. 

“Patriotic Service’ was the headline in a four-column, 
ten-inch advertisement used last month by Kimball’s- 
Jewelers, of Knoxville, Tenn., and adapted from the 
full-page editorial that appeared on page 37 of Janu- 
ary’s JeEweLers’ CircuLar-Keystone, under the head- 
ing, “War Comes to the Jeweler.” Slight revisions in the 
order of certain paragraphs placed the ninth paragraph 
in the Jeweters’ Circutar-Keystone editorial first, 
followed by the second through seventh paragraphs of 
the editorial. The concluding paragraph in the Kimball 
ad, adapted from the eighth in the editorial, reads: 

“Yes, the jewelry store does perform a useful service 


even in times of war. Kimball’s will carry on—proud 
(Please turn to page 101) 
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OF YOUR PROFITS! 


ZOURI STORE FRONTS, with safe, secure cush- 
ion grip on show window glass, offer progres- 
sive merchants everywhere the best cushion 
against the uncertain times ahead. Now, while 
sales are good and while most Zouri dealers 


still have ample stocks on hand, is the time to 


put in a new Zouri Store 
ACT NOW! Front. Send coupon today! 
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FRONTS 


WRITE FOR STORE FRONT BOOKLET 











| Zouri Store Fronts, Niles, Michigan | 
1 Rush my copy of the new illustrated booklet on Zouri Store Fronts 
| NAME Je3 
l ADDRESS PSE: ~ 








| CITY. STATE — | 
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HELP YOUR FRIENDS 
BUY DEFENSE BONDS 


by cashing in on their 


OLD GOLD, 
SILVER, PLATINUM 


YOUR “SCRAP” WILL 
HELP TO PUT THE 
“JAP” 


BEHIND THE 





For prompt returns that 
satisfy, ship direct to 


O. 


A 


DEE & 


/Yrecious 


Metals 


CHICAGO 





Watch your sales 

blossom with this 

ROYAL FAMILY 

‘corsage of Rock 

Jewels. In Topaz, 

Aqua, Rose, Peridot, 

at = f Ruby and Sapphire 

: SOOO Gs with Rhinestone 
Bat) |, Cee tis stems and leaves. 
Write for sample 

of thie $5.95 


retailer, today. 
(No. 3212, illustrated 


oe 


909 PENN AVENUE e PITTSBURGH e PA e 





olden-hued Dir ily te 


draws letters like this: 


“My Dirilyte arrived yesterday and 
Pm more thrilled with it than I can 
say. ’ve admired it for so long, but 1 
never dreamed it would be as beauti- 
ful as it is. Fact is, it’s so lovely that # 


Id like even more of it...” 


Do YOU get letters like this? Are 
you adding that important group “the 
4Dirilyte crowd” to your customer-list? 
Production of this glamorous, golden- 
hued flatware and hollowware is now 
curtailed, but customers-are still be- 
sieging us with requests for informa- 
tion —they’re planning future pur- 
chases! Why not begin to build for 
your own postwar business by becom- 
ing completely familiar with Dirilyte? 
Full information is available to you 
without cost — simply write to: 


AMERICAN ART ALLOYS, INC. ¢ KOKOMO, IND. 











FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 


Refiners & ff \} PRECIOUS 
Smelters / METALS 


OFFICE: 


FACTORY: 26 JOHN STREET, 
BROOKLYN, N. Y. NEW YORK CITY 




















Nail on the Head 


When you want to fill a job—or get one—in the 
jewelry trade, or when you want to buy—or sell— 
jewelry machinery, equipment, or a jewelry store, 
direct your message to those engaged in the industry. 


A classified advertisement in THE JEWELERS’ 
CIRCULAR-KEYSTONE heads right into the market 
where your goods or services are most likely to be 
found or wanted—and it contacts the most active 
and productive group—jewelers who pay for and sub- 


scribe to THE JEWELERS' CIRCULAR-KEYSTONE. 


A glance at the great number of advertisements in 
the classified section, almost twice as many as all 
other jewelry publications combined, will show you 
why so many jewelers use this service so profitably. 
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USES CURTAINS FOR SMALL WINDOW EFFECT 


“Grand piano” show windows—the wide, tall and 
deep kind that many jewelry stores inherited from an 
earlier day of design—are a problem wherever jewel- 
ers want to display predominantly small merchandise 
in the modern intimate manner. 

Since actually rebuilding the display windows is 
often too costly or impractical, some jewelers have 
“masked down” the big windows by painting the in- 





Newel posts and draped ceilings, walls and backs sub-divide 
Everts’ large windows into a series of intimate displays. 


side of the glass with an opaque color except at the 
opening of one or more smaller display areas, which 
have a false floor, sides and background. 

The store of Arthur A. Everts Co., in Dallas, used 
a different method to convert its large show windows 


into a series of intimate, individual display areas with 
the pleasing result obvious in the accompanying photo- 
graph. ri 

Everts obtained a series of sectionalized windows by 
installing (1), highly finished newel posts from the 
window floor to the ceiling; (2), a slightly sloping 
false roof of glossy-surfaced display board, and (38), 
soft drapes to form the side walls and back of each 
sectional display area. The drapes, being loose, permit 
the window trimmer to alter the shape of window when 
he wants to emphasize some special display. 





JEWELERS VEND BIG VOLUME OF STAMPS 
(From page 98) 

that we are jewelers—conscious that the jeweler is a 
useful citizen who in his own special way is contributing 
to the building and maintenance of the civilian morale 
which is so essential an element of present day total war.” 

Stars like those used across the top of the editorial 
bordered all four sides of the Kimball advertisement. 





Why should the record of purchases be kept solely 
for bridal gifts? No reason that anybody knows of! 
Begin now to note which items are bought for men 
and in time you will be able to help customers complete 
a set of what the well-dressed man should wear in 
jewelry. Such a record will keep customers from fret- 
ting over “wonder if he’s got . . .?”” because you'll have 
the answers! 











Are you Conszaering 


GOING OUT OF BUSINESS 





A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 








which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the 
highest bid. For further facts about us, consult the Jeweler’s 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased, here are 


OR SELLING 
SURPLUS STOCK 
that should be convert- 
ed into cash? Ship it 
to us. Within 24 hours, 
our check goes out to 
you as an offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 
merchandise shipped 


back to you at once! 


a few of the many jewelry stocks 
purchased by us in the past ten years: 
R. Hamel, Lewiston, Me., $25,000. Harris & Shafer, Wash- 


ington, D. C., $150,000. J. B. Frontis, Clinton, S. C., $15,000. 
Koch’s, Savannah, Ga., $50,000. Newsalt’s, Dayton, Ohio, 











$500,000. Siebel’s, Saginaw, Mich., $65,000 and others too 
numerous to tabulate. 


ordon 


Brothers 


WRITE! WIRE! PHONE! 


We'll call on you at our expense, 
and of course keep your com- 
munications confidential. 

18 PROVINCE ST. 





Cash Buyers of Jewelry Stocks and Fixtures 
BOSTON, MASS. 
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This hand-decorated and antiqued leather line 
with sporting designs is part of an extensive col- 
lection of gifts for men being shown by Sun Glo 
Studios, 225 Fifth Ave., New York. Memo pad, 
match clip, shooting record and library set are all 
moderately priced. New catalog is now available. 


MERICAN ingenuity has passed the acid test with 
flying colors. The new gift lines displayed at the 
recent Chicago Gift Show bore ample testimony to the 
ability of our domestic manufacturers in the creation of 
substitute merchandise to replace giftwares eliminated 
by priorities. 

Though the buyer activity was greatest among metal 
wares in order to insure delivery before the March 31 
deadline, fine china, glass, wood and pottery received 
increasing attention. Prophetic and most satisfactory 
from the aesthetic standpoint was the good taste and 
initiative evidenced by most manufacturers in the styl- 
ing of their new lines. With the elimination of so many 
basic materials as giftware mediums, the progressive 
manufacturer has become acutely aware of the highly 
competitive nature of this recently narrowed field. The 
resultant effort on his part to present a line outstanding 
in style rather than price, has brought forth a definite 
rise in the quality of available merchandise. 

This increased awareness of the value in originality 
and style is an excellent augury for the future. Ameriéa 
has supinely accepted for too many years the imperious 
dictation of Europe’s craftsmen in the matter of trends 
and designs. Though domestic manufacturers still retain 
many of the traditional Continental shapes and patterns, 
it is increasingly obvious that a. purely American influ- 
ence is growing apace in the evolution of new domestic 
trends. 

The great diversity of lines on display at the Chicago 


Smart 8-day clock is offered with genu- 
ine leather case in tan, brown, maroon, 
red and brown pigskin to retail for ap- 
proximately $10. Shown by the Semca 
Co., 160 Fifth Avenue, New York, N. Y. 


Quality Substitutes Highlight 
the Chicago Gift Show 


by VINCENT S. LIPPE 


Five-piece crystal smoking set comprises ciga- 
rette box and four trays, priced to retail at $1, 
Packed in individual boxes for immediate deliv. 


ery from M. B. Daniels & Co., 31 W. 27 St., N.Y. 


These decorative 
cupids are from the 
enlarged Coventry 
Ceramics line which 
features replicas of 
French and Italian 
antiques by Ameri- 
can craftsmen. Re- 
tail prices range 
from $1 to $7.50. 
Shown by A. Stan- 
ley Brussel, 225 Fifth 
Ave., New York. 
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Exquisitely dainty in appearance, 
yet extremely durable, these striking 
glass trees have been expressly styled 
for jewelers. These centerpieces are 
available in brilliant combinations of 
simulated rose quartz, turquoise, opal, 
jade and sapphire, with the base 
carrying out the same jewel effect in 
the various colors. Each tree is bound 
with silk thread to match the primary 
color. 


Complete line is illustrated 


Approximately 10" in height 
Prompt delivery, f.o.b. N. Y. 


MARIMACG 
NOVELTY CO. 


225 Fifth Ave. New York 
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Crystal glasses re- 
flecting eight soft 
colors from the base 
have full sham bot- 
toms. Retail prices 
for sets of 8 are: 20- 
oz. highball, $11; 14- 
oz. highball, $7.20; 
7-o2. old-fashioned, 
$7; 4!/2-0z. cocktail, 
$5. Minimum order, 
six sets. From Rubel 
& Fenton, 225 Fifth 
Ave., New York. 


The illustrated his- 
torical toby jugs are 
4" high and en- 
tirely hand painted 
to retail at $24 per 
doz. 2!/2"" miniature 
toby jugs of all the 
United States Pres- 
idents are also avail- 
able at $7.50 per 
doz. retail. Shown by 
Severo E. Soria, 403 
E. 62nd St., N. Y. 


These exquisite ceramic heads are from 
the recently introduced “Marek line. 
The glaze is notable with the base fin- 
ished in a lustrous purple or turquoise. 
Retail, $7.50 each. Exclusive with Janis- 
Tarter, Greeman, Inc.,225 Fifth Ave., N.Y. 


Graceful Regency plume design is cut on 
this intaglio rose bronze mirror clock, 
with hand wrought metal cord and tassel 
hands. S‘ze is 7 x 7", standard electric 
movements used. Shown by Fanny 
Morse, 225 Fifth Ave.. New York, N. Y. 


Popular lucite forms these attractive new 
picture frames. The rectangular frame 
meacures 6 x 8" and retails at $3.50; 
the round one retails for $3. Shown by 
Mo'lie Boynton, Inc., 225 Fifth Ave., N. Y. 


Gift Show was a clear indication of this healthy competi- 
tive spirit. Many metal manufacturers have already 
made amazing transitions to an entirely different me- 
dium. One concern in particular introduced a crystal line 
of such excellent quality that it easily rivals the finest 
products of many long-established glass factories. An- 
other firm, long an importer of Chinese artwares, offered 
a collection of domestic jewelry combining traditional 
Chinese designs with an American rococo motif. The 
result was most effective and completely unique. Still 
another manufacturer, famous for decorative floral cen- 
terpieces, became aware of the jewelers’ vital interest 
in appropriate gift merchandise and has just completed 
a line of exquisite glass trees, intended primarily for 
the jewelry trade. 

Increased attendance figures at the Chicago Gift Show 
likewise revealed that retail jewelers are acutely con- 
scious of the present critical situation and the necessity 
of keeping their gift and art departments up to the 
minute. A survey of leading exhibitors on the closing 
days of the Show elicited the information that, in every 
case, many new jewelry store accounts had been opened 
and old accounts had placed more substantial orders 
than ever before. Though quality lines in art china and 
glass were primary favorites, numerous cases were cited 
of excellent jeweler reaction to more promotional mer- 
chandise. ¥ 
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Sparkling Basuette Frames... . 
from the New “MIRRO” Line! 


Acclaimed at the recent Chicago Gift Show, the new “Mirro” line is assured of 
maintaining its leadership in this type of merchandise for the coming year. 


No. 1208 => 
Crystal glass baguette 


FULL LINE 
ON DISPLAY 


Boston Gift Show 
Hotel Statler 


frames come in _ sil- 


ver, peach and aqua- 


| 
i 
i 
i 
i: | 
| i 


’ Room 419 
marine mirror. Bou- March 9-13 | 
doir clocks and per- Philadelphia 
fume trays to match Gift Show 

. Hotel 
a ae oe Benjamin Franklin 
also available. Room 440 


March 23-27 





Catalog on Request 


A. STANLEY BRUSSEL 


225 FIFTH AVENUE NEW YORK CITY 

















Rubel & Fenton present... 


“Cranberry” 
HURRICANE 
LAMPS 


Diffusing the soft glow of 
old Cranberry Glass, these 
Hurricane Lamps are _ par- 
ticularly appropriate for 
Spring wedding gifts. 

Wholesale prices from left 
to right: $1.75 ea. $3.50 ea. 
$3.50 ea. 


OOOOCOOO0O00000 



















Immediate delivery from 
N. Y. stock. 


RUBEL & FENTON 


225 FIFTH AVE. 
NEW YORK 


ut 
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TREASURE SCRAP BOOK HEART SHAPED 
CHEST 6.50 ea. MIRROR 
6.75 ea. 6.75 ea. 


= 
LExington 2-2524 


225 FIFTH AVENUE 


Al TWENTY-SIXTH STREET 


NEW YORK CITY. 




















Spode MAYFLOWER 


The steady demand from your cus- 
tomers makes Spode easier to sell. 





Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 




















SILVER PLATED 
SALTS and PEPPERS 


No. 444—Assortment illustrated of 
white silver plated metal with in- 
teriors lacquered, in three assorted 
designs, pheasants, blue jays and 
cockatoos. Size 744 x 4” overall to 
retail at $1.50 per pair. 


- BOSTON GIFT SHOW 
HOTEL STATLER—ROOMS 601-603 


M. B. DANIELS & CO. 


31-37 West 27th Street New York 








PHOENIX GLASS = 
CAMEO — SCULPTURED — ANTIQUE 
An American achievement in popular priced art glass. 


ANNOUNCING NEW 1942 CATALOGS 
COMPLETELY ILLUSTRATED 


May we send your copy today? 


SUN GLO STUDIOS 
225 Fifth Avenue New York City 
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by VINCENT S. LIPPE 


S” Tuese New Lines at 225 Fifth Ave., New York 
.. . Janis-Tarter, Greeman’s “Marek” pottery and 
“Gay 90” serving tray . . . Breslauer-Underberg’s onyx 
line .. . Sun Glo Studios’ Haitian wood . . . China Over- 
seas’ “‘Roco-Chine” jewelry ... Marimac Novelty’s jewel 
trees ... Mary Ryan’s “Kaolena china” ... A. Stanley 
Brussel’s baguette clocks and picture frames . . . Rubel 
& Fenton’s lucite . . . Mollie Boynton’s decorated glass 
... International Craftware’s porcelain birds . . . Mary 
Rodney’s lustre ware . . . Claude Sperling’s “Williams- 
burg Glass” . .. Fanny Morse’s Victorian plaster line 
.. . Alice Schaeffer’s “Glamite” . . . The Burkharts’ 
“blackamoors” ... Max Wille’s silver .. . Bellette’s wood 
accessories and Mottahedah’s collection from South 
America. 





= @ @¢@ 


Porpourri . . . The Hall Company will move March 
1 from 320 Fifth Ave. to “225,” having leased the former 
showroom of MacDonald Products on the fourth floor. 
A. Stanley Brussel was recently elected president of The 
Eastern Manufacturers & Importers Exhibit, Inc., for 
the nineteenth consecutive year. Bob Noel will be on 
hand for the New York Gift Show in the Martin Free- 
man rooms. He has been travelling the Freeman lines 


in the East since the first of the year. Bellette, Inc., of 
Chicago has just opened a showroom in “225” with Ray- 
mond Bloch in charge. 

* * 

J. H. Venon’s Peter Hunt Shop is something out of 
this world. Built within the Venon showroom at 212 
Fifth Avenue, it houses the unique collection of the 
famed Provincetown, Mass., artist whose whimsy of the 
moment is the transition of utility items into colorful and 
slightly mad decorative accessories. Simon “Doc’’ Slo- 
bodkin, well known designer of W. S. George pottery, 
will shortly introduce the new “Senegal” line, quality 
translucent china in tea and coffee sets as well as unique 
salts and peppers. 


* * * 


Ruse, & FENTON were recently appointed exclusive 
selling agents for the line of Kenton Hills Porcelain Co. 
of Erlanger, Ky. In addition to this quality ware, the 
firm will introduce three other new lines at the forth- 
coming New York and Boston Gift. Shows. Abels, 
Wasserberg & Co. have enlarged and re-designed their 
showrooms to accommodate an extensive new gift line of 
porcelain figures and accessories. Universal Novelty 
Products Co., manufacturers of Norton centerpieces, 
have moved both their factory and showroom to 119 W. 
26th St., New York, where the firm will occupy an 
entire floor. Kensington’s new gift line of crystal had 
its preview on Jan. 22 at the RCA Building, New York. 
We found it exceptional in quality and design. The 
glass has a high lead content and is a product of the 
Gundersen Works, New Bedford, Mass. Retail prices 
are scaled from $8.50 to $28.50. 





Three Favorite Alarm Clocks 


No. 2 
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No. 2 Folding Traveling 
Alarm Clock. 30-hour guar- 
anteed movement. Cover of 
genuine pigsheep leather, in 
brown, blue, black and red. 
Plain or radium dial. Size: 
3! x 334 x 154. This model 
also made without an alarm. 
Size: 3!/g x 31/4 x IVs. 





160 FIFTH AVE. 
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No. 15 PH Folding Traveling Clock. 30-hour 
guaranteed movement. Two inserts for photo- 
graphs. Case cover of simulated leather in 
tan, blue, red and black. Good for the man 
in service. Size: 5!/, x 37 x Il. 


SEMCA COMPANY 


NEW YORK CITY 





No. 152 
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i 





TUTTO 





PTTL ULLAL i! 

No. 152 Desk or Boudoir 
Alarm Clock. 30-hour guar- 
anteed movement with silver 
or black radium dial. Case 
cover of genuine leather, in 
tan, brown or maroon. Size: 
4x 4, x 2!/. 
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War Crimps Low-Price Jewelry 


White Metal Out of Picture, with Ban on Tin; 
Fabrication of Brass-Base Goods Ends March 31 


Tin Freezing Order 


All tin and tin-bearing materials in 
the hands of manufacturing jewelers 
were frozen by the War Production 
Board on Feb. 14. 

Jewelers are prohibited from melting, 
fabricating, assembling, or in any way 
changing the form of tin in their posses- 
sion, according to the terms of Amend- 
ment No. 1 to Order M-43-a. 

It is estimated approximately a mil- 
lion pounds of tin are in the hands of 
manufacturing jewelers. The action pre- 
vents any further fabrication and makes 
the metal available for purchase or 
requisition by the WPB. 





Drastic changes in the character of 
low-priced jewelry are now a certainty. 

This fact emerges from the deep con- 
fusion that exists in the Providence- 
Attleboro area, key manufacturing cen- 
ter, a situation brought to a head by 
a ruling issued by the War Production 
Board which prohibits immediately the 
use of tin or tin bearing materials by 
the jewelry industry. 

The tin order climaxed a series of or- 
ders restricting or forbidding the use of 
such vital materials as copper and cop- 
rd = aluminum, nickel, and chrome 
steel. 


White Metal Jewelry Is "Out" 


Banning of tin was followed quickly 
by drastic curtailment of operations with 
one firm, Lisker & Lisker, closing its 
doors on the very day of the order, 
while approximately 3,000 persons were 
laid off within four days after the order. 
Chiefly affected, of course, were firms 
using the white metal exclusively, for 
these firms found themselves paralyzed 
by the blow. Big companies made slashes 
in their white metal departments, it is 
understood that one such firm dropped 
300 workers in two days. 

In New York, more than a score of 
firms that were making white metal 
Jewelry (90-94 per cent tin, the rest 
antimony and copper) promptly laid off 
hundreds of workers, as the new order 
from WPB froze their processing of tin. 
Thus left in various stages of produc- 
tion, some being set with stones, some 
being filed, some being polished, were 
large quantities of jewelry which, ap- 
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parently cannot be completed and which 
would be costly to break apart for their 
tin content. 


Slight Relief on Copper—Maybe 


Thusly, white metal jewelry is out. 
And of the many well-placed officials 
contacted by the Jewerers’ CriRcuLaR- 
Keysrone not one would venture any- 
thing very optimistic on the outlook for 
the continued manufacture of the “brass 
variety.” At present the industry is oper- 
ating under a modification of the now 
well-known M-9-c order, the modifica- 
tion allowing, subject to certain require- 
ments the use of partially fabricated in- 
ventories IF the material was on hand 
Dec. 1, 1941. Those companies fortunate 
enough to have a favorable inventory 
position as of that date have been able 
to operate to a limited extent but this 
ray of sunshine is slated to disappear on 
March 31, for after that date no copper 
may be used. 

The industry has asked for a further 
modification of the total ban on the “red 
metal” and its alloys, and there is a 
substantial number of men in the field 
who believe that there is some relief in 
the cards, although they emphasize that 
if such relief is given it probably will 
be of a minor nature and probably given 
only with the intention of providing a 
“keep going” period pending the receipt 
of adequate defense work. 

With the outlook for tin, copper and 
nickel very dark, what then? 


Can't Compete on Price in War Jobs 


There now seems a feeling that low- 
price jewelry makers will receive an 
increasing flow of defense work. It is 
pointed out that, with their backs to the 
wall, jewelry men will very naturally 
step up their efforts to get arms orders 
while the Government is expected to aid 
in procurement of the work because of 
its desire for quick defense production 
and also to maintain employment in the 
industry which is the largest employer 
in Providence and the third largest in 
Rhode Island, as well as a mainstay in 
the Attleboros and in Plainville of 
neighboring Massachusetts. As a mat- 
ter of fact, there is considerable defense 
work on hand in jewelry plants but 
most is centered in the larger firms 
which, generally speaking, have the 
proper equipment and/or the resources 
to buy the necessary machinery for the 





conversion. ‘There is, however, a belief 
among jewelry men that the Government 
must be more lenient in its attitude 
toward the price angle for it is stated 
that most companies in the field cannot 
compete with other industries which have 
superior equipment for the type of work 
offered the jewelry firms and thus able 
to underbid the jewelry makers. 


Substitutes Lift the Cost 


In the substitute field experimentation 
is widening daily. Probably the out- 
standing substitutes under consideration 
or in actual use at the present time, in 
decreasing order of importance, are: 
Rolled gold plate on a silver base, ster- 
ling silver, plastics, wood and leather. 

First glance at the list, however, 
brings home one point, they all involve 
an increase in cost and some of them a 
very pronounced jump. 

While silver is, as yet, not restricted 
by the government, the very fact that 
there exist restrictions on other metals 
creates a heavy demand for this one. 
Deliveries of stock, according to some 
manufacturers, are said to be slow at 
times, although this condition, cur- 
rently, is said to result from the in- 
creased demand on the suppliers, and 
is not as yet a result of any shortage 
in the supply. One refiner said that de- 
liveries on circles and sheets in stock 
sizes can be delivered on order. 

The demand for silver by the arts and 
industries has grown by leaps and 
bounds, and will continue to mount as 
the result of the ban on copper and 
other vital metals. Ever-increasing 
amounts are needed in the form of wire 
to replace copper wire in the electrical 
field; in the form of plating by the 
canning industry; in the form of solder 
as a substitute for tin-lead solder, and 
in manifold other new forms. 


Plastics an Answer? 


As for plastics it is stressed that while 
acetate plastics are available deliveries 
are getting “tough” because of the same 
situation that holds true in silver, heavy 
buying induced by restrictions elsewhere. 
Another official said that in his opinion 
plastics was the only hope for the con- 
tinuance of low-priced jewelry. 

Wood provides what is called an in- 
teresting angle but here it is the labor 
angle that spells increase in _ price. 
Jewelry of wood would necessitate a 
great deal/of hand work and it is feared 
the cost of such labor would take the 
product out of the low-priced field. 
However, experiments with wood con- 
tinue and there are reports that some 

(Please turn to page 129) 
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‘*Conversion No. 1 Job’’— Nelson 





Production Chief Tells Business Editors 
Every Available Plant, Machine Must Do War Work 


A message laden with warning not 
only to manufacturers but to distribu- 
tors and retailers of all kinds of ordi- 
nary civilian goods, especially those in 
the luxury class, was delivered on Fri- 
day, Feb. 13, by Donald M. Nelson, head 
of the War Production Board, speaking 
in Washington to a gathering of editors 
of the leading business papers in all 
fields of industry, who had been sum- 
moned to the capital to get the message 
and relay it to their respective trades. 

“America must face the fact that it 
can win the war only if it provides a 
greatly expanded production of military 
goods—and quickly!” said Mr. Nelson. 

“What we’re going to do in 1943 or 
1944,” he explained, “isn’t the determin- 
ing factor—what we’ve got to think 
about is what we can do this month or 
next. One plane, one tank, one gun, 
today means more than ten of them a 
year from now. The enemy isn’t going 
to wait while we build and equip new 
plants. We've got to step up the pro- 
duction of war materials right now. 

“The only way we can do it is to cut 
down on the production of civilian goods 
and turn more of our existing equipment 
to the making of war supplies. Every 
plant and every machine that can be con- 
verted to war use, and that is not ab- 
solutely needed for really necessary civil- 
ian requirements must be put to war 
use just as rapidly as possible,” Mr. 
Nelson warned. 

“True, we have to produce the neces- 
sary minimum for civilian needs, but 
that necessary minimum under the con- 
ditions we are facing today is far lower 
than we in America have ever conceived 
and our mental attitude has got to be 
readjusted to the stern realities of the 
present situation.” 

The implication for such goods as 
jeweler’s merchandise is obvious. It isn’t 
just a case of materials being scarce— 
the government wants every bit of ma- 
chinery and labor that can be adapted 
to war work, and that can possibly be 
spared from minimum civilian needs. 

Obviously, few plants in the jewelry 
field are of a size or have the equipment 
to secure primary contracts for manu- 
facturing complete articles for war use, 





but there is also great need for the 
contribution that these comparatively 
small shops can add to the total war 
production by acting as sub-contractors 
turning out forgings, stampings, doing 
lathe and drill press work, and so on. 
Every tank, every gun, every major im- 
plement of war is made up of hundreds 
—sometimes of thousands—of parts, 
many of them small and light, and the 
small plant can perform valuable war 
service by making these small parts as 
sub-contractors for the big manufac- 
turer. 

The Government is doing everything 
possible to further this plan of manu- 
facture in order to swell the total out- 
put. Sub-contracting exhibits are being 
established in key cities, all over the 
country where blueprints, specifications 
and samples of needed small parts are 
on display and where small manufac- 
turers can inspect them in order to find 
what they can make, and talk to primary 
contractors and War Production Board 
officials about getting sub-contracts for 
which their equipment is suitable. Spe- 
cial emphasis is laid in these exhibits 
on the parts that are most urgently 
needed—a valuable guide to the small 
shop in getting business. 

So far these exhibits are in operation 
in the following cities, and more may be 
added later: 

Boston, New York, Newark, Philadel- 
phia, Harrisburg, Pa., Atlanta, Buffalo, 
Cleveland, Cincinnati, Detroit, Chicago, 
St. Louis, Kansas City, Mo., Memphis, 
New Orleans, Helena, Mont., San Fran- 
cisco, and Los Angeles. 

In short, the Government is doing 
everything it can, Mr. Nelson said, to 
stimulate sub-contracting and to bring 
primary contractor and sub-contractor 
together, but, as he also pointed out, 
Government can’t do more than part of. 
it. Government can’t know exactly what 
every one of the thousands upon thou- 
sands of factories in the United States 
can make, and then drop a ready made 
contract in their laps. Industry must 
exercise the same initiative and ingenuity 
in fitting itself into the war picture that 
it has shown in getting and building bus- 
iness in the past. Then, it had to be re- 
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sourceful to live—now, it must be re- 
sourceful as a patriotic duty. 

Applied to the jewelry field, that 
means that the Government expects the 
manufacture of jewelers’ goods to be 
subordinated to war production “for the 
duration.” It is likely to mean more 
shortages, more difficulties, more prob- 
lems, all along the line—for wholesaler 
and retailer as well as manufacturer, but 
the trade must face realities and adjust 
itself accordingly. Hopes for any major 
relief in the way of permitting greater 
use of strategic metals in the manufac- 
ture of jewelry seem pretty faint in the 
light of the present attitude and views 
of the War Production Board as set 
forth by its head man. 

Mr. Nelson’s closing remarks summed 
it up this way—‘*We must have all-out 
conversion for only all-out conversion 
will bring victory. Conversion is our 
Number One problem. It is America’s 
job.” 


Vigilance Committee 
Reports on 90 Cases; 
War Program Is Cited 


Case histories of about 90 complaints 
handled by the Jewelers Vigilance Com- 
mittee since its last report are included 
in the latest statement, recently mailed 
to all contributors to this leading or- 
ganization. 

In a preface to the report the chair- 
man, G. H. Niemeyer, president of 
Handy & Harman, New York refiners, 
outlines the purpose of a newly-formed 
sub-committee of manufacturers known 
as the Jewelers War Production Com- 
mittee, which includes representatives 
from every part of the country. “Its 
primary purpose,” Mr. Niemeyer states, 
“is to see whether our industry, as an 
industry, can serve our country at war 
and, if so, how. It proposes to provide 
facilities for the exchange of informa- 
tion regarding the production of war 
materials and in general hopes to act in 
a liaison capacity between our Govern- 
ment and our trade, in matters pertain- 
ing to production. 

“The Committee’s policy is to act as 
a clearing house and refers any question 
that arises to the branch of the trade 
most interested. If such a problem has 
a broad trade interest, then its directors 
will have to sit in judgment on what ac- 
tion, if any, is to be taken in the best 
interest of the industry as a whole.” 

The complete roster of the Jewelers 
War Production Committee, headed by 
Jacob Mehrlust, New York manufac- 
turer, was given in the February issue of 
Tue Jewerers’ CrrcuLtar-KeystTone. 

Mr. Niemeyer points out that the di- 
rectorate of the Jewelers Vigilance Com- 
mittee is comprised of the heads of the 
national trade associations, together with 
a few recognized leaders in their field 
and others who have rendered outstand- 
ing service to the industry. Mr. Nie- 
meyer concludes that “If the men who are 
chosen by their own branches of the in- 
dustry as their leaders cannot coopera- 
tively work out any problem in the best 
interest of the trade, then that’s just 
too bad for tle industry.” 

The report states that the Vigilance 
Committee is contacting the various gov- 
ernment departments which have to do 
with the control of* vital metals needed 
by the industry. 
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Sales of independent jewelry stores were 25 per cent greater in January, 1942, 
than during the same month of 1941, according to data from 798 jewelers in 34 states 
compiled by the Current Statistical Service of the Census Bureau. January sales 
were 72 per cent under December, 1941,. representing considerably less than the usual 
seasonal drop from the holiday month which ordinarily accounts for one-quarter of 


an entire year’s volume. 

The spread of 25 per cent over Janu- 
ary, 1941, indicates considerable ad- 
vance over the narrowing margin of sales 
noted for the final quarter of 1941, when, 
it will be remembered, jewelers averaged 
a gain of only 9 per cent in October and 
of 16 per cent in November and in De- 
cember. 

With increased aircraft production, 
higher farm prices and crowded Army 
camps, Kansas pushed to the forefront 
of increased jewelry sales volume, with 
a 50 per cent betterment over the same 
month of 1941. Arkansas, which had 
been in the van for three months, en- 
joyed a gain of 42 per cent, resulting 
largely from a tremendous increase in 

industrial employment during the last 
year. 


Washington, California, Massachusetts, 


UP 25% IN JANUARY 





better than 30 per cent ahead of Janu- 
ary, 1941. Reflecting layoffs in the auto- 
mobile industry, pending the factories’ 
conversion to aircraft production, Michi- 
gan jewelers’ sales increased only 5 per 
cent for the same period. 

January, 1942, jewelry store sales, in 
comparison with the same month of 
1941, are shown as follows for five cities: 
Chicago, plus 2 per cent; Los Angeles, 
plus 41 per cent; Portland, Ore., plus 3 
per cent; St. Louis, plus 17 per cent, 
and Seattle, plus 45 per cent. 

JC-K’s Index of Retail Jewelry Sales 
climbed to 164.9 for January, 1942, com- 
pared with 132.4 for January, 1941, 110.9 
for January, 1940, 98.0 for January, 
1939, and 100 for January, 1938. 
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It Faw Down and Go Boom! 


The importance of keeping the town 
clock in repair was forcibly driven home 
to the citizens of Bartow, Fla., recently, 
when a 1,500-pound weight on the clock 
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in the city hall suddenly broke from its 
moorings. Nobody was hurt, fortu- 
nately, but the concrete weight plunged 
from the cupola to the basement, leaving 
a neat hole all the way in floors and 





®@ Brilliant new features make this set a winning gift 
number. Hinged mirror, utility pocket, every 
accessory super-quality, and fine gold plated. 
An exclusive Barbara Bates design in genuine 
leather. “GALLANT”, $12.50 retail (plus fax). 





MANICURE Gii'T SETS 
IN THE Rorbara Bales 


TRADITION 


Tis is our third war. 

Again C. J. Bates & Son tempers itself 
to the needs of the country first. Again 
we gear our factories to meet sudden 
changes—vunusual conditions. With keen 
regard for all that has made Barbara 
Bates the outstanding name in the 
manicuring field, we welcome new 
ideas, new materials, new methods... 
even when born of necessity. We cling 
to our standards of quality. Together 
we now stand with courage and 
steadfast faith in the future of our 
country. And after this, our third war, 
you and we will continue to live and 
work in freedom, and to forge ahead. 
@ Very special! Combination eye-glass case and 


grooming unit. “DUO”, genuine ieather. 


“DUETTE”, rich rayon faille. $2.50 each retail. 


C. J. BATES & SON 


CHESTER, CONN. 





ceilings that cost $225 to repair. 


AND 366 FIFTH AVENUE, NEW YORK 
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Few Jewelers Failed 
In 1941, Board of 
Trade Report Shows 


‘There were 17 per cent fewer finan- 
cial embarrassments among retail jewel- 
ers ast year than in 1940—119 as com- 
pared with 144—and their liabilities were 
60 per cent less than a year ago. The 
wholesale and manufacturing trades like- 
wise showed an improvement, according 
to the secretary’s report read at the an- 
nual meeting of the Jewelers Board of 
Trade, Jan. 23. 

At a subsequent meeting of the direc- 
torate held in Providence, Feb. 20, Royal 
J. Gregg, president of Ostby & Barton, 
was elected to the presidency, succeeding 
Howard L. Carpenter, president of the 
Albert Walker Co., Providence. Mr. 
Gregg has been a director of the organi- 
zation since 1930. He is also a director 
of the New England Manufacturing 
Jewelers & Silversmiths Association. — 

Mr. Carpenter in his presidential ad- 
dress pointed out the growing need for 





HOWARD L. 
CARPENTER, 
past president 


ROYAL J. GREGG, 
new president 


the organization because of the unpre- 
cedented conditions brought about by 
the war. 

“The coming year,” Mr. Carpenter 
said, “will tax the ability of credit man- 
agers to the fullest degree, and the most 
helpful assistance will surely be found 
in the Board of Trade, an organization 
formed by and.for jewelers, and in- 
tended for the benefit of our industry. 

“Our industry stands ready to make 
the most valiant efforts in support of our 
government, and to bear with patience 
and courage the restrictions to which we 
are necessarily subjected, but we must 
plan wisely for the preservation and con- 
tinuance of the business to which our 
labors have been devoted.” 

Other officers named to serve with Mr. 
Gregg were: Lester F. Morse, Gorham 
Co., first vice-president; Jared E. Allen, 
Oneida, Ltd., second vice-president; 
Horace M. Peck, secretary-treasurer and 
Robert C. Knox, assistant secretary- 
treasurer. The executive committee con- 
sists of Messrs. Gregg and Morse and 
Edgar E. Baker, W. R. Cobb Co. 

Directors elected for terms of three 
years were: Alexander E. Arnstein, Arn- 
stein Bros. & Co.; Frederick A. Ballou, 
Jr., B. A. Ballou & Co., Inc.; Lewis W. 
Gibbons, Fulmer & Gibbons, Inc.; Mr. 
Gregg, George A. Ingleby, The Hadley 
Co.; Henry Jacobson, Jacobson Bros.; 
Ellis W. McAllister, Harvey & Otis, 
Inc.; Russel G. Scott, Reed & Barton 
Corp.; Archibald Silverman, Silverman 
Bros., and Lester S. Wall, R. Blacking- 
ton & Co. 
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Odlum Tells Cleveland Jewelers the Score 
On War Production; Commends Trade's Conversion 


AT THE SPEAKERS' TABLE—Left to right: Clarence A. Rock, secretary; Mrs. Rock; Jacob Wattenmaker, 
managing director; Mrs. Wattenmaker; Lewis |. Benway, president; Mrs. Benway; Floyd B. Odlum 
and Mrs. Odlum, better known as Jacqueline Cochran, internationally famous aviatrix; Mayor Frank 
J. Lausche; Mrs. and Mr. H. Bruce McCague, vice-president; Miss Geraldine M. Zwee; Samuel R. Zwee, 
treasurer, and H. N. Beattie, past president. ; 


A straight-from-the-shoulder picture 
of the war situation was given to more 
than 300 retailing, manufacturing and 
wholesaling jewelers and their guests by 
Floyd B. Odlum, WPB consultant and 
former director of the contract distribu- 
tion division of the old OPM, at the 25th 
anniversary banquet of the 24-Karat 
Club of Cleveland and Northern Ohio, 
held Feb. 11, at the Hotel Statler, Cleve- 
land. 

“There can be no non-essentials that 
use raw materials or machines needed 
for war work,” Odlum asserted. “This 
struggle is no pushover. To win we 
must pay the bill. That bill in ultimate 
taxes will be less, the quicker we get up 
full steam. 

“England and Germany are devoting 
half or more of their national incomes 
to the war effort,” he said. “Last year 
we devoted only 16 per cent. This year 
we Shall still lag behind the comparative 
effort of the other countries even con- 
sidering the President’s program. ‘This 
is only because it takes time to convert 
our factories from peace to war. Next 
year we shall be doing a lot more.” 

Odlum said figures compiled for the 
U.S. Army indicate Hitler had not less 
than $100,000,000,000 worth of tanks, 
planes and guns when he moved against 
Poland. Since that time Hitler has 
added $50,000,000,000 in weapons and 
equipment, Odlum said. 

Germany, with a national income of 
about $40,000,000,000 a year, produced 





from 25 to 27 billion dollars worth of 
war goods last year, while this country 
with an income of nearly one hundred 
billion dollars produced only 15 billion 
dollars worth of arms for itself and the 
other United Nations, he explained. 

“The resources of Japan and Italy 
have increased the total Axis war pro- 
duction to something like 45 billion dol- 
lars—about equal to the combined fairly 
recent rate of war production of Britain, 
Russia and the United States.” 

In his speech, which was_ broadcast 
over Station WGAR, Odlum commended 
jewelry manufacturers for their re- 
sourcefulness and ingenuity in entering 
the armament program.’ 

“Many companies that normally make 
watches and clocks are now making in- 
struments of war—fuses, chronographs, 
timing devices and small gears of many 
ty pes.” 

Miss Jacqueline Cochran, famous 
aviatrix, who in private life is Mrs. 
Odlum, was presented and expressed 
the hope that after the war is over 
Cleveland would again hold the Na- 
tional Air Races in which she competed 
a few years ago. She was presented 
with a compact. 

Mayor Frank J. Lausche, Lewis I. 
Benway, president of the club, and 
Jacob Wattenmaker, its managing di- 
rector, also spoke, after which there was 
a program of entertainment with 
Charles Schaeffer, of the Schaeffer 
Jewelry Co., as master-of-ceremonies. 





These men, together with the following 
hold-over members comprise the board 
for 1942: Jared E. Allen, Oneida, Ltd.; 
Karl H. Ashley, E. H. Ashley & Co., 
Inc.; Lawrence E. Baer, Swank, Inc.; 
Edgar E. Baker, W. R. Cobb Co.; Sid- 
ney Y. Ball, The Ball Co.; John M. Big- 
gins, Elgin National Watch Co.; How- 
ard L. Carpenter; Frank M. Child, A. T. 
Wall Co.; Edwin H. Cummings, Jr., 
General Chain Co.; Edgar M. Docherty, 
William C. Green Co.; Joseph Finberg, 
Finberg Mfg. Co.; Arthur Kaplan, Louis 
Stern Co.; Walter M. Krementz, Jr., 
Krementz & Co., Inc.; Lester F. Morse, 
Gorham Co.; William B. Ogush, Katz & 
Ogush, Inc.; Herbert Ollendorff, Ollen- 
dorff Watch Co. Inc.; W. Waters 
Schwab, J. R. Wood & Sons, Inc.; Vin- 
cent Sorrentino, Uncas Mfg. Co.; George 
1. Stringer, International Silver Co. and 
Raymond L. Wells, Wells Mfg. Co., Inc. 

An indication of the load of work han- 
dled by the offices is seen in Secretary 
Peck’s report which shows that 55,474 
inquiries were received from members 
during the year. A _ total of 38,297 
statements were also requested. A to- 
tal of 19,5386 changes were made in the 
two 1941 issues of the Confidential Ref- 
erence Book, the credit manager’s Bible. 





Van Cott Opens His Own Store 


Kenneth I. Van Cott, for a number 
of years general manager of Marcus 
& Co., leading Fifth Ave. jewelers, and 
one of the most energetic personalities 
in trade association activities, is now 
in business for himself with the pur- 
chase of the long-established business of 
Arthur M. Leonard, in Binghamton, 
N. Y. Mr. Van Cott will hold the open- 
ing of his new enterprise on Saturday, 
March 14, with the good wishes of his 
scores of friends in the trade. 

Mr. Van Cott has served the Jewelry 
Industry Publicity Board with distinc- 
tion as chairman for three years, having 
been actively associated with the work 
since its inception. He will continue to 
serve as the chairman of ANRJA’s 
Committee on Wholesale-Retailing, 4 
post he has held for several years. 


To bring the Canadian standard for 
gold-filled articles into line with that of 
the United States, a bill to amend the 
Precious Metals Act will be introduced 
in the Canadian House of Commons by 
Hon. J. A. MacKinnon, Minister of 
Trade-and Commerce. 
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Boston Jewelers Dinner Sets Reeord 





Probably some day the Boston Jewel- 
ers Club wiil hold an annual dinner so 
outstanding that they will never again 
be able to surpass or even duplicate it, 
but up to now the organization seems to 
manage, each year, by some miracle to 
outdo their party of the year before. 

The 54th annual banquet held Feb. 7 
at the Copley Plaza in Boston was no | 
exception. Attendance again set a new 
all-time high with approximately 800 
members and guests in attendance. ‘The 
banquet, itself, as always at the Copley 
Plaza, was super-excellent; the reception 
and cocktail party preceding the dinner, 
a delightful occasion; and the entertain- 
ment which followed was truly entertain- 
ing and varied. 

The diners convened at 6:30 p. m. for 











34 of actual size 


BAKED ENAMEL FLAGS 


Gold Sterling Gold filled 
PRICES; (Keystone) plated silver 1-20 
U.S.A. double flag 1.00 1.50 3.00 
Ident bracelets: 
2 flag, chain, plate 2.50 3.50 7.00 
Flag bracelets: 
Allied bracelets 7 flags 7.50 10.00 15.00 
Pan American 8 flags 8.50 12.00 18.00 
or any other combin. 
Service Pins 75 1.00 2.00 
Eagle V pins in 
red, white & blue 2.50 3.50 7.50 
Price; sudject to change witaou! notice 
FLAG LINE GOODS 
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the reception, taking their places in the 
banquet hall at 7 where the invocation 
was pronounced by the Rev. J. Nicol 
Mark. 

A handsome souvenir consisting of a 
sterling-backed brush and comb set, in 
a fine pigskin case, was distributed at 
the close of the dinner, and a beautifully 
engrossed testimonial of esteem and ap- 
preciation of his long and outstanding 
service was presented to Albert R. Kerr, 
secretary of the club for 33 years, who 
retired two months ago. Mr. Kerr, 
deeply moved by the tribute, made a 
graceful acknowledgment of the pre- 
sentation in a few appropriate words. 

The official proceedings closed with the 
floor show, but informal parties of good 
fellowship and jollification continued in 
many suites throughout the hotel until 
the small hours of the morning. 

The thanks of the club members and 
their appreciative guests are due to the 
officers and committees for providing a 
memorable evening. President is Arthur 
M. Horne, with L. Blaine Libbey as vice- 
president, and John S. Kennard, secre- 
tary-treasurer. Directors are J. Gould 
Cook, Allen Davidson, Carl F. Lawton, 
Sturgis Rice, William L. Stone and Au- 
gust Sweetland. 

Special committees cooperating with 
the Executive Board handled all details 
of the dinner, J. Gould Cook being chair- 
man of the dinner committee; William 
L. Stone, heading the committee on 
souvenirs; John S. Kennard, entertain- 
ment; Allen Davidson, cigars and ciga- 
rettes; L. Blaine Libbey, invited guests; 
Carl F. Lawton, printing; August 
Sweetland, minister; Sturgis Rice, flow- 
ers and badges, and Frederick T. Wid- 
mer, reception. 





13 With Benedict Co. 425 Years 


Thirteen employees and officials of the 
Benedict Manufacturing Co., silversmiths 
for longer than half a century in East 
Syracuse, N. Y., were guests of honor 
of the company’s welfare club at its last 
meeting, Feb. 8. 

Edward Dorner, vice-president, who 
joined Benedict in 1894, headed the list. 
At one time president of Benedict’s 
Canadian branch, he later managed the 
New York office. 

Others honored, all of whom have more 
than 40 years’ service each, were Amile 
Pohl, William Parsons, first vice-presi- 
dent George N. Crouse, William Hulbert, 
Charles Sleighel, Ellis B. Kingsley and 
Edward Studor. 











NEW GOODS ARE 
HARD TO GET— 
MAKE YOUR OLD 
STOCK SALABLE 


Now, while you—and your 
competitors —are finding it 
hard to obtain deliveries of 
new gold and silver plated 
merchandise, why not take 
advantage of the opportunity 
to turn your old shopwom 
stock into cash? 


It may be unattractive and 
unsalable in its present tar- 
nished shopworn state, but 
you can easily make it like 
new at negligible cost with 
Green's Sal-Hyde plating 
saltc—the simplest and most 
economical plating material 
available. 


Sal-Hyde comes to you 
completely mixed in dry form. 
Merely add water and you 
have the finest plating bath 
that chemical science can 
produce. The cost is less than 
mixing your own, and the re- 
sults are better. 


Sal-Hyde is available in all 
the popular shades of gold as 
well as silver, rhodium, cop- 
per and other metals. 


Can be used with any elec- 
tro-plating equipment. 


Let us send you complete 
details and price list. 


W. GREEN ELECTRIC €0., Inc. 


130 Cedar St. 
NEW YORK _Est. 1892 ~14N. Y. 
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Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Bar- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 














Cheations of Quality 


EMBLEMATIC JEWELRY 


1705XL 


1764-2 


1701XL-11 


WEFFERLING, 
BERRY & CO. 


Makers of 
Emblematic 


8B ROSE ST., 


anine 


Jewelry 
NEWARK, N. J. 





They’re In 


q William E. Smith, secretary of Irons 
& Russell Co., Providence manufactur- 
ing jewelers, is now with the Navy. 

q 0. J. Somers, Jr., sales representative 
of Somers-Ernst Co., Inc., New York 
manufacturing jewelers, is now in Uncle 
Sam’s service. 

q Stuart Brown, owner of Brown & 
Dean Co., Providence refiners, has joined 
the Intelligence Service of the Army with 
rank of captain. 


4 Victor Strasburg, of Engel & Co., Inc., 
Baltimore, has become a flying cadet 
and has been sent to Maxwell Field in 
Alabama for the required training. 


q Kenneth Kaufman, of the Colonial 
Mfg. Co. Inc., and the son of Harry G. 
Kaufman, diamond importer of 484 W. 
48th St., New York, has joined the Army. 


Ralph L. DeRoy, man- 
ager of Joseph DeRoy 
& Sons store at 544 
Smithfield St.,  Pitts- 
burgh, son of Mr. and 
Mrs. Al J. DeRoy, has 
enlisted in the Coast 
Guard. He is a first 
cless seaman in the 
Coast Guard Reserves, 
having enlisted on 
Dec. 26, 1941. 


q Jack Gerwe, employee in the watch de- 
partment of the Gerwe-Frohman Co. for 
several years, this month enlisted in the 
Army Air Corps and is now stationed 
at Fairfield, O. He is the son of John A. 
Gerwe, company official. 


q Two more employes of the Bernat Co., 
New York distributors, Irving Kellner 
and Aaron Senitt, have been called to 
the colors. A farewell dinner and show 
in one of the hot spots of the city was 
tendered by the firm. Leo Abrahams 
left last February and Irving Ettin 
joined the armed forces in August. 


q The Army last month parted Ervin 
Harmon, salesman for Klein’ Bros. 
Jewelry Co., Cincinnati, from his bride 
of less than three months, and Vincent 
Evers, salesman for Vogelsang Jewelry 
Co., Cleveland, from his job as president 


of the newly organized Aeriole Flying - 


Club. Both enlisted in the Air Corps, 
Harmon as a ground crew man and 
Evers as a flying cadet. 


q Gilbert Marcus, 24, youngest son of 
Max Marcus, and associated with Mar- 
cus & Sons, Pittsfield, Bldg., Chicago, 
has been called by the Army and is now 
stationed at Camp Robinson, Little 
Rock, Ark. He is a second lieutenant 
in the Infantry, having received his com- 
mission at the University of Illinois, of 
which he is a graduate. 


4q Lt. Hershal Druxman, son of Harry 
Druxman, Seattle jeweler, who is sta- 
tioned at an Army camp in Texas, wired 
his father that he is a grandfather now. 
A son, named Patrick Sullivan Drux- 
man, has been born to Mrs. Hershal 
Druxman, formerly Kathleen Sullivan of 
Seattle—the lieutenant telegraphed this 
February. 


KEEP 'EM FLYING! 


‘mell, Vine St. jeweler. 





q One of the many of the heroes of the 
battle of Luzon in the Philippines is 
Sgt. Larry Jordan, 22, formerly em- 
ployed as a shipping clerk in the Chicago 
office of Reed & Barton Corp., in the 
Merchandise Mart. Jordan left the 
Mart in November, 1940, with the IIli- 
nois National Guard, as a private, and 
was stationed for nearly a year at Fort 
Knox. ‘There he was trained with a 
tank unit, advancing to his present 
grade, and last October he went to the 
Philippines, where he received his bap- 
tism of fire during the first days of the 
war. Larry has a brother, William, also 
in the Army. 


Mead Montgomery, 
factotum of ; ae 
Mead & Co., main 
office in Chicago, has 
temporarily turned the 
business over to his 
father, Major John T. 
and brother, Jack, and 
is now at Great Lakes, 
a Lieutenant in the 
Ordnance Department 
of the U. S. Navy. 


q Paul Knight, former operator of a 
diamond business in the Edwards Bldg., 
Cincinnati, and now serving with the 
armed forces at Ft. Riley, Kansas, was 
tendered a farewell dinner, Jan. 20, in 
Grammer’s Cafe, by Robert L. Hum- 
He was pre- 








In all Schumer-created special 
orders. Send us your specifica- 
tions. We'll submit a design— 


without obligation. 
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sented with an initial ring by a group of 
jewelers and a flexible watch bracelet by 
the Town Criers. Guests included Wil- 
liam Godfrey, of the Elgin Watch Co.; 
Louis Hummel, Jr., Charles Payne, 
Thomas Bourne, L. R. Ollsen, Phil Haas, 
Reed Botts, Robert WHengehold, J. 
Charles Hummel, Louis Samuelson, Al- 
bert Tharpe, Robert Stocker and Elmer 
McNeil. 


Sydney Lopatin, 26, 
who, before he 
joined the colors, 
managed the Phila- 
delphia wholesale 
jewelry business 
owned by his father, 
Alex, has been on 
duty with the Coast 
Guard at Lewes, 
Del. Guardsmen at 
this station recently 
rescued t he = sur- 
vivors of three tor- 
pedoed ships in the 
course of 12 days. 





West Virginia President Joins Up 


q Floyd R. Frazee, well known jeweler, 
of Parkersburg and Keyser, W. Va., 
and president of the West Virginia 
R. J. A., has been called to active duty 
as a lieutenant of infantry, Army, at 
Fort Eustis, Va. He has sold the fix- 
tures in his Keyser store and moved his 
entire stock and accounts receivable to 
his Parkersburg store. William De 
Haven, his cousin, will remain at the 
old location in Keyser to help in collect- 
ing the accounts receivable. The Par- 
kersburg store will continue to operate 
as in the past, with the same personnel. 


Henry Alexander Fin- 
ley Mazzoni, is THE 
JEWELERS' CIRCULAR 
KEYSTONE's first con- 
tribution to the Army, 
having answered the 
call on Feb. 28. Henry 
only recently was made 
assistant production 
manager after several 
years in a minor ca- 
pacity. We can unre- 
servedly guarantee that 
he will keep his bud- 
dies in high spirits 
with his spontaneous 
wit. His presence is 
already sorely missed 
by a bevy of young 
ladies. 





Aims to Bomb a Jap Jewelry Store 


q Marshall Quackenbush, jeweler at 
Cortez, Colo., has closed for the dura- 
tion, sold his stock and put his assets 
into defense bonds. Mr. Quackenbush 
went to Denver and took his final ex- 
aminations for the Army Air Corps, and 
has left for his pilot’s training which 
will be completed “somewhere” in Texas. 

Quackenbush had been in business in 
Cortez for five years and had a fine 
small-town store. At Cortez, he was a 
member of the Rotary Club, the local 
Boy Scout leader, and active in state 
scout work. 

Commenting on his decision Mr. 
Quackenbush said, “There was nothing 
else for me to do. I couldn’t wait until 
the Japs or Germans got over in this 
part of the country to get a crack at 
them. It seemed to me the air branch 
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the Army Now 


would give me the quickest crack at ’em, 
so that’s where I am going. I’m count- 
ing on dropping a bomb on an Axis 
jewelry store yet this year.” 





Exclusive Use of ‘Hamilton’ 
Won in Court by Watch Firm 


An extended trade mark suit involving 
the use of the trade name “Hamilton” 
was finally culminated on Jan. 29, when 
the Hamilton Chain Co., S.&S. Mfg. Co., 
Youngs Inc. and Alfred Spear and Louis 
Suskind, doing business as Spear & Sus- 
kind, were enjoined in the Federal Dis- 
trict Court for Rhode Island, from the 
use of the name. An accounting of any 
profits and damages by reason of unfair 
competition by the defendants was 
awarded to the plaintiff, Hamilton 
Watch Co. 

Judge John Hartigan, in his opinion, 
stated that “the trade name ‘Hamilton’ 
as applied to chains does not identify 
the defendants.” He also stated “that 
the defendants’ use of the name ‘Hamil- 
ton’ was for the purpose of palming off 
their goods as the goods of the plaintiff,” 
and “the use of the name ‘Hamilton’ by 
the defendants constitutes unfair com- 
petition.” 

It was found that the trade-mark 
“Hamilton” has been applied to watches, 
watch movements and parts in the 
plaintiff’s business since 1909 and is not 
restricted to watches. 





Ceiling on Radios, Phonographs 
Imposed on Manufacturers 


A ceiling on the prices that mannu- 
facturers may charge for non-com- 
mercial radio and television receiving 
sets, electric phonograph and_ radio 
tubes and parts was announced on Jan. 
31 by Leon Henderson, OPA Adminis- 
trator. 

The maximum price that a manufac- 
turer may charge for any current model, 
or for tubes, or other parts, will be the 
highest net price received on Oct. 15, 
1941, or in the three-month period prior 
thereto. 

Commenting on the action Henderson 
said, “If the present ceilings over manu- 
facturers’ prices for sets and parts do 
not operate to keep retail prices stable, 
we shall have to extend our schedules to 
include both the wholesale and retail 
markets.” 





99 Now on Active List 
of Birks’ Old Guard 


Presentations were made on Feb. 2 to 
ten members of the staff of Henry Birks 
& Sons, Ltd., Canadian jewelers, who 
have become eligible for the “Birks’ Old 
Guard” through 25 years of continuous 
service.. Among the Montrealers were 
Robert C. Kelly, Frank Appugliese, Miss 
Kate Willison, Horace J. Legault, James 
J. Fyfe, Miss Ida M. Galarneau and 
Miss K. M. Taylor. Two others were 
from the Vancouver store, and a third 
from Toronto. Mr. Kelly, a veteran of 
the last war, is now overseas again serv- 
ing in the present campaign. Of 158 
members who have qualified for mem- 
bership in “Birks’ Old Guard” during 
the last twelve years, 99 are active. 
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Consult our Representatives: 
e JACK TEICHLAUF, 
Middle West 


@ LAMBERT WALLENSTEIN, 
East 


e C. ALDEN ALDRICH, 
Providence 


@ GUS J. MILLER, 
New York and Newark 


@ JOSEPH FISHMAN, 
Metropolitan Area 
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610 FIFTH AVENUE, NEW YORK 
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An Entire Organization 
Devoted to Concentrated 
JOBBING STONES and 

LAPIDARY SERVICE 


This organization, under the direc- 
tion of Mr. SAM LEICHTER, 


SPECIALIZES in 
® CUTTING and Engraving 


* INCRUSTING and Drilling 


® MATCHING and JOBBING 
STONES of all Types 


y= aot 


71 NASSAU STREET 
NEW YORK CITY 


(*Affiliated with S. Nathan & Co., Inc.) 
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GENUINE 
WHOLE 


PEARLS 
— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


GENUINE 


ZIRCONS 
Whites and Blues 


GENUINE 


GARNETS 
Rounds and Ovals 


AMETHYSTS 
TOPAZ 


AGATES 
Plain or Drilled 





Mail Orders Promptly 
Filled 


Special Attention to 


CUTTING 
ENCRUSTING 
DRILLING 


MAX STERN &CO. 


Importers 


17-23 John St. New York 








California Jewelers 
Attempting to Bring All 
Into Trade-wide Association 


Along with a worth-while program of 
business, which will deal largely with 
current problems of the trade, the best 
entertainment that the nation’s enter- 
tainment headquarters can provide is 
promised for the ninth annual conven- 
tion of the California R.J.A., which will 
be held at the Hollywood-Roosevelt 
Hotel, Hollywood, March 16, 17 and 18. 

A prominent man of the trade from 
the East will be present to give details 
on the proposed merger of the two na- 


Wm. M. Erb 
Exec. Sect. 


P. H. Boyson 
President 


tional jewelry associations. Authorities 
from various governmental agencies will 
present information about wartime rul- 
ings about which the trade must be com- 
pletely informed. 

A by-laws committee, appointed at a 
recent meeting held at Fresno, is draw- 
ing up recommended amendments, one 
of which is to include in the association 
as associate members, wholesalers and 
manufacturers. This committee is com- 
posed of Armand Jessop, chairman; 
James Apffel, Clarence Runyon and 
George R. Finley. 

In a letter to members in which he 
voices a hope for a stronger association, 
P. H. Boyson, of Long Beach, the presi- 
dent, announces the organization will 
maintain offices in San Francisco and 
Los Angeles, with headquarters at 109 
Stevenson St. in the former city. Wil- 
liam M. Erb, newly-appointed executive 
secretary, who succeeds Arthur Dibbern, 
will divide his time between the two 
places. 

Convention committee chairmen are: 
Speakers, Max Strasburg, Hollywood; 
Golf and Stag, James Apffel, Los An- 
geles; Souvenirs, Arthur Care, Los An- 
geles; Finance, Isadore  Behrstock; 
Transportation, William Stromberg, 
Hollywood; Women’s’ Entertainment, 
Mrs. Ruth Ervin, Burbank, and Enter- 
tainment, William Stedman, Fullerton. 

Entertainment features will be parties 
for the ladies; a golf tournament and 
stag party, an evening at Earl Carroll’s 
and a banquet. 


Time Is His Trouble 


q Clarence D. Collins, of Georges Mills, 
N. H., who has a collection of 300 


clocks in his museum, wishes the gov- . 


ernment would make up its mind what 
time it is. On February 9 he set his 
clocks to War Time, and it’s a long job, 
says Mr. Collins; for it was the third 
time in ten months that he had to reset 
the clocks, which range from a small 
model, easily held in the palm of the 
hand, up to a giant time piece. 


BUY DEFENSE BONDS 





Santa Monica Jewelers 
Brought Together by Newspaper 
To Promote Local Trade 


A new idea of practical and broad 
gauge public relations was launched by 
the Evening Outlook, Santa Monica, Cal., 
daily newspaper, when the retail jewel- 
ers of that city were invited to a sales 
promotion clinic and to participate in a 
panel discussion with the executives of 
their newspaper. 

Santa Monica is one of the important 
cities of Southern California and_ is 
famous as the home of the Douglas Air- 
craft plant with its million dollar per 
week payroll. Last census gave it a 
population of 53,000 but the defense ac- 
tivities have brought a host of new resi- 
dents into the city, thus creating new 
sales opportunities and problems for the 
retail jewelers. 

One of the purposes of the meeting 
was to develop more friendship among 
the jewelers so that they would refer 
more business to each other and attempt 
to keep a larger percentage of the 
jewelry business within the home market. 
Every Santa Monica retail jeweler was 
present or sent in valid reasons for not 
attending. So great was the interest in 
this initial meeting that a committee was 
formed to bring in recommendations, 
and plans for a permanent organization. 

Elliott C. Hensel, sales and advertis- 
ing councillor for the newspaper, di- 
rected the informal talk among the 
jewelers and_ representatives of the 
JEWELERS’ CircuLar-Keysrone. Intimate 
problems of the local trade were freely 
discussed in this informal roundtable 
gathering, problems which were brought 
about in a large measure by our War- 
time economy. 


Seattle Jewelers’ Club 
Elects Charles Larne 


Charles Larne, long active in retail 
jewelry activities of Seattle, and a vet- 
eren store proprietor in metropolitan 
sections of the Puget Sound metropolis, 
was elected president at the recent an- 
nual meeting of the Seattle Jewelers’ 
Club. Other new officers named were 
Simon Burnett, Jr., of Burnett Bros., 
first vice-president; John Stusser, West- 
field & Goldberg, second vice-president; 
Wallace Calderhead, secretary, and 
Arthur Polachek, treasurer. The trustees 
elected were Dwight Benton, Benton 
Bros.; Ben Bridge and Harry Arold, 
Hardy’s. Cooperation in numerous civic 
and defense, as well as war relief move- 
ments, is anticipated under the leader- 
ship of these prominent jewelry store 
owners of the Pacific Northwest. 


Beginning with the February meet- 
ings the Gem Collectors’ Club at Seattle 
is holding its sessions at the central 
YWCA, as interest in gems and jewelry 
grows as a result of outstanding lec- 
tures. First of the new series of lec- 
tures at the new meeting place was that 
of Howard A. Coombs, assistant pro- 
fessor of geology at the University of 
Washington, Seattle. 


Friedlander & Sons, large jewelry 
house on Seattle’s Fifth Avenue, which 
recently entered Everett, Wash., with 
the purchase of Wallgren’s jewelry 
store in that city, now plans further 
expansion with a new store in Bremer- 
ton, Wash., one of the most active de- 
fense spots of the nation. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


















qThe Ebel Watch Co., formerly at 401 
West End Ave., has taken new quarters 
at 665 Fifth Ave. 

qSwarthchild & Co. Chicago watch- 
makers and jewelers supply house, re- 


cently leased space in the Brentano 
Bldg, 1 W. 47th St., for New York 
stock, shipping and sales headquarters. 
qHarry G. Kaufman has moved to 74 
W. 46th St., where in addition to his 
loose diamond business he will look after 
the interests of his son, Kenneth Kaut- 
man, of the Colonial Mfg. Co., Inc., who 
has joined the armed forces. 

qAn engraved bronze plaque was pre- 
sented to Samuel R. Donchi, president 
of Schuman & Donchi Jewelry Mfg. Co., 
Newark, by his employes in apprecia- 
tion of his Christmas gift of a $50 de- 
fense bond to each. 

qThe Westchester Association of Jewel- 
ers has recommended that a government 
regulation of 20 per cent down pay- 
ment on time purchases be enacted. ‘The 
association has voted $50 to the Ameri- 
can Red Cross. 

q Hammel, Riglander & Co., Inc., after 
20 years in 209-211 W. 14th St., will 
move on March 15 to 395 4th Ave., 
where it will occupy the entire ninth 
floor. The firm manufactures and dis- 
tributes watch materials, tools and 
jewelers supplies. 

q“Commodore” Meyer D. Rothschild, 
Otto D. Wormser and Joseph Frank, 
well-known figures of the New York 
trade, left on their annual execursion to 
the best fishing waters of Florida, on 
Feb. 11. They were to be joined later 
by Jacob Mehrlust and Sigmund Cohn. 
q Eighty-eight workers in jewelry and 
novelty industries will benefit. through 
payment of $2,846.86 in restitution of 
back wages and overtime due them by 
five New York manufacturers, it was 
announced by Arthur J. White, RKe- 
gional Director of the Wage and Hour 
Division, U. S. Department of Labor. 
qThe Bronx R. J. A., at its annual meet- 
ing, Feb. 10, at the Concourse Plaza 
Hotel, elected the following officers: 
Sam M. Jacobson, president; Harry 
Gross, vice-president; Isaac Hirschhorn, 
treasurer; Murray Max, secretary; A. J. 
Bluming, sergeant-at-arms, and W. 
Schneiderman and A. Siegel, trustees. 


N.Y.J.B.A. Installs Dave Weinberg 

@The 55th annual dinner-dance of the 
New York Jewelers Benevolent Associa- 
tion, Sunday evening, Feb. 1, at the Man- 
hattan Center, was the occasion for the 
installation of the new officers, headed 
by Dave Weinberg, popular salesman of 
the Bristol Seamless Ring Co., all of 
whom were inducted by ex-president 
Louis Cutler. George J. Knapp. the re- 
tiring president, handled the assignment 
of master-of-ceremonies in a capable 
manner. “Daddy” Phillip Hersh, despite 
his 93 years, was one of the gayest and 
went from table to table to greet his 
many friends. He threw a scare into 
evervone when he slipped and fell at the 
height of the floor show, but showed his 
usual pluck as he was sent home in a 
taxi, suffering from a wrenched knee. 

4 Lucien Weil, formerly of Paris, has 
been appointed manager of the Precious 
Metal department of Philipp Bros., Inc., 
which has opened a branch at 28 W. 
47th St. At the beginning of this war 
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Mr. Weil placed the total resources of 
his refining firm at the disposal of the 
French government for the manufacture 
of defense materials. Mr. Weil, a vet- 
eran of the last World War, was a 
chevalier of the Legion of Honor. He 
had been sole representative of U.S.S.R. 
for platinum sales in France. 

q An explanation of the various quality, 
makers’ and year-of-manufacture marks 
used for British silverware, and of some 
of the methods employed by the United 
States Customs to determine the au- 
thenticy or non-authenticity of antique 
silver and Sheffield plate was given the 
New York Chapter, AGS, the night of 
Feb. 12 by Nathan Nathanson, chief 
silverware examiner of the: Customs 
Service. Mr. Nathanson also traced the 
manufacture of English silverware from 
early times and illustrated his talk by 
passing around specimens of silverware, 
many from his personal collection. Dr. 
Frederick H. Pough lectured on bril- 
liancy, dispersion, double refraction and 
pleochroism. 


Diamond Dealers in New Quarters 


q The Diamond Dealers Club, Inc, 
which celebrated its tenth anniversary 
March 1, moved uptown, late last month, 
and now occupies handsome new quar- 
ters, of 4,000 square feet on the ninth 
floor of 36 W. 47th St. The Belgian 
and Netherlands consuls spoke at the 
formal opening exercises on Feb. 24. 
The new facilities are modern and com- 
plete in every detail being fluorescent 
lighted and air-conditioned. The new 
clubrooms have a northern exposure, 
providing the required light for dia- 
mond grading. Like the former quar- 
ters at 93 Nassau St., the clubroom 
has its own restaurant so that members 
who desire may remain throughout the 
trading day, from 9 a.m. to 6 p.m. 

As a result of the disruption of the 
European diamond centers in Amster- 
dam and Antwerp the officers believe 
that this club will maintain preeminence 
even after the war. An effort is being 
made to increase the roster from 600 to 
900 members. However, the officers 
state, they will maintain the rigid re- 
quirements for membership. Each 
candidate must be endorsed by four 
members and have his name and pic- 
ture posted for ten days and then be 
passed upon by the board. Trade ethics 
and business practices are closely reg- 
ulated. Officers and directors are: Max 
Jellinek, president; Isidore Korta, vice- 
president; Morris Kossoy, treasurer; 
Stanley J. Friendel, secretary, and 
Jack Bender, Max Flakser, David 
Gimprich, Charles M. Gutwirth, Solomon 
Joel, Herman Katz, David Maringer, 
Jack Notkewitz, Nicolas Ray, Ben- 
jamin Schary, Jack Sigman, David 
Spira, Samuel Welensky and _ Isidore 
Zucker, directors. 


Birks Subscribe Half Million 
For Canadian Victory Loan 


Henry Birks and Sons Ltd., jewelers 
of Montreal, and its associates, have 
subscribed for $500,000 of Canada’s 
second Victory Loan. A campaign is at 
present proceeding to raise $600,000,000 
by means of this loan. 











ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. Y. 














BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Neckleces 
Earrings Pendants Bead Bracelets 


Selections on. request to responsible Jewelers. 
Necklaces lengthened and restruag 


DOUBRAVA CO. 


12 John St., New York City 








Grarr, WaAsHBOURNE & Dunn 
FINE SILVERSMITHS 
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A large selection of 
STERLING PINS, SPRAYS 
and EARRINGS. 
$1.00 retail 
DAVID GRAD COMPANY 


New York 


Chicago 
303 Fifth Ave. 920 Merchandise Mart 











OMEGA 


The watch of world precision record 
NORMAN M. MORRIS 
WATCH CORP. 


608 Fifth Ave... . New York 








FRIEDMAN GEM CO., INC. 


5,000,000 
ROYAL MARCASSITES 


ZIRCONS 


White and Blue, Far 


CULTURED PEARL NECKLACES 
CHINESE JADE 


71-73 Nassau St., New York City 
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CREDIT FORMS 


CONTRACTS 
RECEIPT BOOKS 
PAID UP LETTERS 

COLLECTION LETTERS 


SAMPLES SENT FREE 


S. J. SURNAMER C0.-370-7th Ave., N.Y. 





RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 


18 Crawford St. Newark, N. J. 











LADIES’ ZIRCON RINGS LADIES’ PLATINUM 
BIRTHSTONE RINGS & GOLD MOUNTINGS 
GOLD CROSSES Solitaire-Wedding-Fancy 
Lockets. & (rants GENTS' RINGS 
1/20—12 Kt. Plat. & Gold 


JOSEPH A. RICH 








Mfrs. of Plat. & Gold Jewelry 
62 W. 47th St. New York, N. Y. 








SPECIAL ORDER WORK 


Original Hand-crafted Designs 
IN STERLING SILVER 


Address all inquiries to: 


PEER SMED, Silversmith 


30 Irving Place New York City 











Specializing In 
Ladies’ and Gents’ 
STAR SAPPHIRE 
PLATINUM AND 
GOLD MOUNTINGS 


K. ABRAHAM 
47th St. Diamond Center 
54 W. 47th St., NEW YORK 
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Pat. Off. records searched 
for “ANY Invention or Trade Mark 








EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, Flat, 
Breguet and non-magnetic MHairsprings. 
24 HOUR SERVICE 
A trial order will convince you of our 

Quality work. 
UPTOWN HAIRSPRING SERVICE 
1 W. 47th St. New York, N. Y. 





Fine Gold .99975-— 


JOSEPH SLOVES 


Refiners Assayers 


149 Canal St., New York City 
Lic. No. NY-5R13-415 





Walter Eitelbach Again Heads 
Jewelers’ Security Alliance 


In his report to the 59th annual meet- 
ing of the Jewelers’ Security Alliance, 
held at the offices, 535 Fifth Ave., New 
York, on Jan. 30, Walter Eitelbach, 
president, announced that 54 thieves had 
been sent to jail for a total of 447 years. 
The Crime Committee of the Alliance 
also reported the recovery during 1941 
of jewelry stolen from members valued 
at $32,519. 

Mr. Eitelbach reported that the Alli- 
ance has had several conferences with 
insurance companies in an effort to work 
out ways and means to establish precau- 
tions to lessen crimes against traveling 
salesmen. It has also solicited the as- 
sistance of the F.B.I. to run down the 
“fences” who are “as great a menace as 
robbers.” 

A new standing committee on Insur- 
ance was appointed during the year, 
consisting of W. Waters Schwab, Vic- 
tor A. Lambert and William B. Ogush. 
This committee has conferred. with in- 
surance companies and members of the 
trade and has made recommendations 
which have been put into effect. 

A new service to members has been 
suggestions for precautions to be taken 
by the trade in blackouts and air raids. 

The executive committee met and or- 
ganized for the year as follows: Mr. 
Bitelbach, of Walter Eitelbach & Co., 
president; Victor A. Lambert, Lambert 
Bros., vice-president; Alexander H. 
Arnstein, Arnstein Bros. & Co., trea- 
surer; Bert Young, of Jules Franklin, 
secretary, and Richard C. Murphy, coun- 
sel. Other members of the Executive 
Committee are Otto D. Wormser, Meyer 
D. Rothschild, American Gem & Pearl 
Co.; Daniel Price, W. S. Hedges & Co.; 
W. Waters Schwab, J. R. Wood & Sons, 
Inc; William B. Ogush, Katz & Ogush; 
William E. Marcus, Marcus & Co., and 
Nathan J. Stern, Stern Bros. & Co. 

The Advisory Board consists of the 
following: James A. McElroy, M. 
Schussler & Co., San Francisco; Cyrus 
Gates Allen, Bohm-Allen Jewelry Co., 
Denver; Ralph Phimb, Plumb Jewelry 
Store, Des Moines; Norman H. Hayes, 
D. C. Percival & Co., Boston; Louis A. 
Gautherat, E. H. Pudrith & Co., De- 
troit; Herbert H Kiger, C. A. Kiger 
Co., Kansas City, Mo.; Henry W. Von 
Unruh, Henry W. Von Unruh & Co., 
Cincinnati; Bruce McCague, Cowell & 
Hubbard Co., Cleveland; George W. 
Hurlburt, H. O. Hurlburt & Sons, Phila- 
delphia; H. A. Maier, Jr., Maier & 
Berkele, Atlanta; E. A. Kirchner, Kirch- 
ner & Renich, Minneapolis; Paul Felden- 
heimer, Paul Feldenheimer, Inc., Port- 
land, Ore.; Harry F. Arold, Hardy’s 
Ine., Seattle; Frank Milhening, J. Mil- 
hening, Ine. Chicago, and Alfred 
Krower, Leonard Krower & Son, New 
Orleans. 

Standing committees for the year 
are: Crime, Otto D. Wormser, chairman; 
Meyer D. Rothschild and William KE. 
Marcus; Finance, W. Waters Schwab, 
chairman; Nathan J. Stern and Bert 
Young; Membership, Victor A. Lam- 
bert, chairman; Alexander H. Arnstein 
and Daniel Price, and _ Insurance, 
William B. Ogush, chairman; W. Waters 
Schwab and Victor A. Lambert. 


Edgar R. Whiting, jeweler of Pitts- 
field, Mass., and his bride of 40 years 
celebrated their anniversary, in Feb- 
ruary, in New York and Atlantic City. 





50 New York Firms Buying 
Defense Bonds Regularly 


Nearly fifty New York jewelry manu. 
facturing and wholesaling firms late last 
month were already pledged to partici- 
pation in the bane pe Payroll Allot- 
ment Plan of the U. S. Treasury. 

Under the plan each employ er and em- 
ployee is asked to sign a pledge card 
giving permission to the paymaster of 
their respective firms to deduct specified 
amounts from his or her paycheck, re- 
placing the amount with Defense Say- 
ings Stamps or letting the money accrue 
in a separate account until each em. 
ployee has enough money accumulated to 
purchase a bond. 

Sam A. Groedel has been designated 
as chairman for the wholesalers and 
manufacturers of precious and _ semi- 
precious jewelry in the New York area 
with the following committee: James E. 
Theise, vice-chairman, Harry Blasi, Wil- 
liam Latin, Irving Richmond, Mannie 
Solomon, Max Jacoby, Abe Goodman, 
William Ascher, Al Walden, Milton 
Blum, Morris Schwartz, Henry Green, 
Irving Gromet, Victor Cooper, Eb Den- 
roff and Stephen Lucas. 

The committee aims eventually to 
reach the point where every individual 
in the New York trade is buying bonds 
at the rate of ten per cent of his weekly 
earnings. Anyone wishing to volunteer 
part of his time to furthering this work 
is urged to communicate with one of the 
committeemen. 


250 Attend Yearly Banquet 
Of New York Horological Society 


Admittedly not the largest but always 
one of the pleasantest parties of the 
winter banquet season of the jewelry 
trade in New York, the annual dinner 
of the Horological Society at the Park 
Central Hotel, New York City, on Sun- 
day, Feb. 22, lived up to its past per- 
formance. 

One note of sadness was introduced 
by the absence of two of the honored 
guests, who had been scheduled to sit at 
the head table both of whom suffered a 
recent death in their immediate families. 
Mrs. R. Salomon, wife of the beloved 
founder, past president and _ honorary 
member of the society, had been taken 
from him, and Mrs. Phineas Peters, 
wife of the chairman of the Executive 
Board of the Retail Jewelers Associa- 
tions of Greater New York, had just 
lost her mother. 

Approximately 250 were in attendance, 
and enjoyed a delightful dinner and 
dancing between courses on a com- 
fortably spacious floor. 

At the close of the meal, Andrew 
Park, president, spoke a few words of 
welcome. Max J. Schwartz, as chair- 
man of the dinner committee, acted as 
toastmaster. 


Jewelers Honor Willkie 


F. D. Widmer, president, and_ the 
other officers and directors of the Massa- 
chusetts-Rhode Island R.J.A., accom- 
panied by Arthur Horne, president of 
the Boston Jewelers Club, called on 
Wendell Willkie during his visit to Bos- 
ton, Jast month, when he addressed the 
Republican Club. They presented him 
with a handsome sterling cigarette box, 
engraved, “To Wendell Willkie, a Great 
American.” He declined an invitation 
to speak at the coming annual con- 
vention. 
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Maiden Laners Enjoy Beer and Skittles 





Two hundred and eighteen 
of toothsome steak were consumed by 
as many members and guests of the 
Maiden Lane 
annual beefsteak party, held Tues- 
day evening, Feb. 17, in the Tower Club, 
of the Hotel Park Central. The evening | 
was a banner one not only from the | 
point of attendance, but from that of the | 
good food and drink and entertainment 
as well. There was probably only one 
aspect of the affair which showed no 
improvement over previous ones, and 
that was the spirit of fellowship. 


pounds | 


Outing Club, at the | 


“Jerry” Grant, hard-working secre- 
tary, was, as usual, largely responsible 
for the success of the dinner but he had 
the full support of Henry Green, presi- 
dent; Norman Ullrich, vice-president, 
and a committee composed of Andy 
Anderson, Arthur Bergman and Albert 
Bookbinder. 

Conviviality marked the proceedings 
from the cocktail hour, through the din- 
ner and a long period of sprightly enter- 
tainment and until a late hour when the 
games of skill and chance finally broke 
up. 
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By Walter Galli 
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Rebuild Your 
Watches NOW 


Your watch movements are too valuable 
—and watches are too scarce. Send your 
movements to us TODAY. We'll convert 
them into the most modern watches at 
a very reasonable price. We will supply 
cases, dials, and al! necessary materials. 
A trial will convince you of the type of 
work we do... and of our reliability. 
Credit cheerfully given to rated firms. 


OXFORD WATCH CO. 
82 BOWERY, NEW YORK 
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A LINE FOR JEWELERS 


500 pieces of handmade sterling silver — men’s, 
women’s and children’s jewelry, gadgets, novelties and 
table accessories. Successfully promoted by leading 
jewelers. Each piece available with raised monogram. 
Heavy, modern, and beautifully handcrafted. Retail 
from $1.50 to $50. New catalogue now in preparation. 
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Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 








ELGIN — WALTHAM — HAMILTON 
BULOVA — GRUEN 
REBUILT WATCHES 


of the better kind, for the better Jewelers, 
of every description in Swiss and Ameri- 
can for ladies and gents.—Orders filled 
promptly. 

We also carry a full line of watch cases 
of the latest styles in every description at 
the lowest market prices. 


Write for Catalog. 
CENTRAL WATCH MATERIALS 


& SUPPLY CO., INC. 
134 S. 8th St. Phila., Pa. 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
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REPAIR DEPT. SUPPLIES 
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JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 
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q Joseph Gersh, formerly with A. Zlot- 
nick, 725 Sansom St., is now associated 
with the House of Milner, on the oppo- 
site side of “The Street.” 

q Paul Dreher, Philadelphia lapidary, 
has returned to work after a two-week 
vacation at Miami Beach. The holiday 
was his first in a long time, but he had 
such a grand time that he’s going to 
make it a point not to miss any more 
vacations. 

q William Pickens, president of the 
Sansom Street Business Men’s Associa- 
tion, reports that members of the or- 
ganization worked “night and day” dur- 
ing February to perfect plans for 
protecting “Diamond Row” in the event 
of an enemy air raid. 

q Joseph Rosenbaum, treasurer of Har- 
burger’s, Philadelphia retail jewelry 
store, has returned to work after a va- 
cation in Florida with his wife, Eliza- 
beth, and their two-year-old daughter, 
Cecily. He reported catching a “lot of 
fish” and a good tan. His associates 
vouch for the tan. 

q Michael Orloff, vice-president of the 
Sansom Street Business Men’s Associa- 
tion, and Miriam Schwartz, an actress 
of New York City, were married on Feb. 
15 at the Mikveh Israel Synagogue in 
Philadelphia. Immediately after the 
ceremony, the newlyweds left for a two- 
week honeymoon in Miami, Fla. 

q Louis Sickles, of the Philadelphia 
wholesale house bearing his name, at 
1015 Chestnut St., and Mrs. Sickles cele- 
brated their 52nd wedding anniversary 
at a quiet family party, Jan. 22, at their 
home in the Rittenhouse Plaza Apts. 
Their sons, David J., Louis and Moses 
I.. Sickles, all members of the firm, and 
their wives and children attended. 

4 “Another first for Kinds.” Under 
that heading, the widely-known Chestnut 
St. retail jewelry firm of S. Kind and 
Sons said in a two-column newspaper 
advertisement in February that it was 
“proud to announce that Oscar Kind, 
Jr., vice-president, has been awarded 
the title of Certified Gemologist by the 
G. I. A.” According to the ad, Mr. Kind 
is the first so honored by the society in 
Philadelphia. 


Philadelphia Horologists 
Donating Time to War Work 


Following the patriotic example set by 
the New York Horological Society, mem- 
bers of the Horological Guild of Phila- 
delphia at their monthly meeting, 
Feb. 10, voted unanimously to donate 
two hours per week of their time to the 
Government. 

If the offer is accepted, the guild 
members will devote the volunteered 
period to working out difficult problems 
which can only be handled by skilled 
watchmakers, according to H. R. Ped- 
rick, vice-president of the Horological 
Association of Pennsylvania. 

Pedrick, who presided, urged that all 
Philadelphia watchmakers, who are will- 
ing to donate the time, register with a 
wholesale material jobber. In announcing 
that 30 already have signed up, Mr. 
Pedrick predicted that at least 200 
Philadelphia watchmakers will be in 
line with the movement before the 
guild’s March meeting. 


q Louis J. Meyer, who, in 1892 opened 
a little shop at 705 Sansom St., to do 
coloring and gilding for the trade, this 
month celebrates his 50th anniversary in 
the trade, his shop now being located at 
804-6 Walnut St., where it handles all 
kinds of trade work. 





Mrs. Shipley Promotes Gems 
With Hollywood Movie Mothers 


Mrs. Robert M. Shipley recently gave 
a talk before the Movie Mothers of 
America, Hollywood Chapter. The 
mothers of many important stars were 
present, including the mothers of Gary 
Cooper, Viriginia Bruce, Caesar Romero, 
Rosalind Russell, Frances Dee, Phyllis 
Brooks and others. The talk was en- 
titled “Gems & Personalities.” Consid- 
erable interest was created when Mrs. 
Shipley named the gems believed best 
suited to the personalities of the women, 
after having described the properties 
and spoken of the beauty of the gems. 
A representative and beautiful display 
of gems was loaned by Brock and Co. 
and Donovan & Seamans, of Los An- 
geles. 


New Certified Gemologists 


The Gemological Institute of America 
announces the following new Certified 
Gemologists: Ivanhoe R. Gulliksen, 
Detroit, Mich.; Ernest L. Mills, Philip 
H. Stevens Co., Hartford, Conn.; Oscar 
Kind, Jr., S. Kind & Sons, Philadelphia, 
and Otto Kortkamp, Jr., Hess & Cul- 
bertson, St. Louis, Mo. 

Virgil L. Groom, Roy Groom & Son, 
Flint, Mich.; R. W. Jones, Elebash 
Jewelry Co., Pensacola, Fla. Jule 
W.  Kueck, Boone, Iowa; George E. 
Krueger, Wright, Kay & Co., Detroit, 
and Charles Schmidt, Evanston, III. 
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Noe Boutiette, who for twenty years 
has operated a jewelry store in Pascoag, 
R. I, has been appointed business man- 
ager of the State Sanatorium at Wallum 
Lake. 

q January payrolls in Rhode Island’s 
jewelry and silverware plants were down 
23.7 per cent from the previous month 
but were 25.8 per cent above January 
of 1941, the Federal Reserve Bank of 
Boston reports. 

q A criminal prosecution by the Unem- 
ployment Compensation Board against 
Arden Jewelry Mfg. Co. was stayed 
when the firm brought certiorari pro- 
ceedings in Supreme Court seeking to 
quash an adverse ruling by the board. 

q Jules P. Goldsmith, director of the 
advertising department of Kaye-Jordan 
Co., has recently established his own ad- 
vertising agency under the name of The 
Goldsmith Co., with offices at 87 Wey- 
bosset St., where he is rendering a com- 
plete general advertising agency service. 
q Thieves pried open a cabinet safe in 
the offices of Curtman Jewelry Co., 235 
Eddy St., and escaped with an assort- 
ment of finished and unfinished stock 
valued at between $1000 and $2000. The 
loss included 670 ounces of gold stock, 
a quantity of brooches, pendants, rings, 
and lockets, loose onyx, zircon and gar- 
net stones and an assortment of pearls. 
q Yeggs who ripped open the safe in 
the office of Gannon & Scott, refiners, at 
219 Aborn St., got away with $450 in 
24-karat gold, some refined silver and 
several ingots of unassayed precious 
metals but missed six gold ingots “worth 
considerably more than all they ob- 
tained from the safe” when they failed 
to look under a box in the workshop be- 
hind the office. 


Any Rags, Any Bones Today? 


Manufacturing jewelers in Rhode 
Island probably have tons of old dies, 
hubs and tools which have been stored 
away for years and forgotten which the 
Rhode Island Committee on Industrial 
Salvage is anxious to have in order to 
promote the war effort. Edward O. Otis, 
executive secretary of the New England 
Manufacturing Jewelers & Silversmiths 
Association, is the trade’s representative 
on the committee which is organizing a 
field force to visit every plant. Among 
the materials sought are iron and steel, 
brass, copper, lead, stainless steel, rags, 
paper and rubber. 





L. A. Wholesalers Agree on Hours 


Los Angeles wholesale jewelers and 
supply houses have adapted new business 
hours. Places of business will be open 
from 8 A.M. to 5 P.M., Monday through 
Friday and closed all day Saturday. The 
following firms signed the agreement: 
Art Metal Specialties Co., Bastheim Co., 
I. Behrstock Co., Friedman & Gessler 
Co., Richard Gallien, A. I. Hall & Son, 
Higbee & Dorrer, Koke, Slaudt Co., J. 
Korsen, C. & E. Marshall Co., Phillip 
Wolman Co., E. W. Reynolds Co., Wm. 
Reed, Measer-Strayss Co. and the Un- 
usual Jewelers Supply Co. 
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Col. S. O. Bigney Retires 
As Head of Manufacturing Firm; 
Clarence Schriever Succeeds Him 


Col. Sidney O. Bigney, dean of Attle- 
boro jewelry manufacturers, who has for 
a number of years headed the firm bear- 
ing his name, has announced retire- 
ment from active participation under a 
reorganization by which Clarence J. 
Schriever, of Providence, becomes presi- 


Clarence J. Schriever, 
new president of S. O. 
Bigney & Co. 





dent. Other officers of the firm under the 
new set-up are: Leon H. Belcher, vice- 
president; Harry V. Himes, treasurer, 
and Harold N. Treen, secretary. Mr. 
Bigney will continue as a director. He 
is 87. 

The new president, Mr. Schriever, is a 
native of North Attleboro and has been 
interested in the field for 15 years, hav- 
ing been connected with the Fostner 
Chain Corp., Providence, and the Gemex 
Co. of New Jersey. 

Mr. Himes has been with the Bigney 
firm for 17 years. Mr. Belcher and Mr. 
Treen are production managers in the 
factory. 

Mr. Bigney began business in Attle- 
boro in 1879 in the firm of Marsh & Big- 
ney. He took over sole ownership in 
1894. Twice his factory was destroyed 
by fire. 





Identification Jewelry 
Popular in Pacific Region 


With air-raid precautions increased in 
the Pacific area, dummy drills of Red 
Cross litter bearers and first-aiders, and 
dress rehearsals for bombing and black- 
outs, identification jewelry has come to 
the fore. Identification bracelets and 
identification lockets are bought for 
adornments as well as identification. 

Besides the patriotic clips, wings, 
American flags, V’s for victory, and 
other jewelry of the hour are these 
identification items, made of sterling or 
gold, some on fine chains, and others 
large and mannish, especially adapted 
for the women who have gone to work 
as riveters and paint-sprayers, welders, 
and assembly line handlers in aircraft 
factories and war industries. 

Among the _ popular identification 
lockets are those with small compart- 
ments for pictures, designed for men to 
wear, the name and address being suit- 
ably engraved on the disc. There are 
others for the ladies, and even tiny 
discs on a chain to be worn as necklaces 
by infants and children. 


300 London Jewelers 
Pooling Efforts to Produce 
Precision War Weapons 


Thirty-eight London jewelers, silver- 
smiths and goldsmiths have formed them- 
selves into a group to put their skilled 
craftsmanship to the best use in making 
war weapons. 

About 300 men, of an average age of 
50, employed by these firms, are trained 
in high-precision craftsmanship, and are 
having no difficulty in adapting them- 
selves to the new work. 

This Silversmiths’ and Jewellers’ War 
Production Group, the first organization 
of its kind, has been evolved by W. F. 
Eve, factory manager of a famous Bond 
St. store. He presides over a council of 
five who allocate among the members the 
work received from various Government 
departments and assist the smaller con- 
cerns with cash advances if payment be 
delayed. 

Should any of the works be bombed 
out, the workmen will carry on in the 
premises of other members. Production, 
not price, is the aim; an urgent job, for 
example, will be split among several 
members even though this reduces the 
profits of each. 
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qG. R. Mosely, Atlanta jeweler, has 
been re-elected president of the Sum- 
ter, S. C., retail merchants’ association. 
q W. B. Jaceard, vice- psc of the 
Jaccard Jewelry Corp., Kansas City, and 
Mrs. Wilma E. Reif, were married 
Feb. 6. 

q Rudy J. Ortman, Charleston, S. C., 
jeweler, has been named a director of 
the Charleston Retail Merchants’ Asso- 
ciation. 

4 Mrs. E. M. Blauvelt, who conducts a 
retail store at Wilson, N. C., visited the 
Baltimore wholesale market during the 
week of Feb. 1. 

q Sidney Kosch, of Spartansburg, S. C.., 
is at Hot Springs, Ark., taking the 
baths, as has been his custom during the 
winter for years. 

q Albert S. Smyth, of the Smyth Co., 
Inc., Baltimore wholesaler, spent part of 
the ‘first week in February on a buying 
trip to New York. 

q Harry Greenbaum, of the installment 
firm of M. Greenbaum & Son, of Balti- 
more, is spending a vacation ‘ in. Riarida 
with Mrs. Greenbaum. ae, 

q Alvin Baum, of Bam’s, Richmond, Va., 
on Feb. 7 celebrated his 42nd birthday 
by giving a party to a number of his 
friends at the John Marshall Hotel. 

q William Stebbins has joined the staff 
of Max Kohner, Baltimore wholesale 
jeweler, and will assist in the store 
duties as well as make himself useful 
otherwise. 

q Frank Maier, of Maier and Berkele, 
Inec., Atlanta, has been re-elected as 
first vice-president of the Atlanta Re- 
tail Merchant’s Association. He is a 
past president of the state association. 
q Dr. Joe Goldberg, son of H. A. Gold- 
berg, of Cooper’s Jewelry store in Ports- 
mouth, Va., recently passed the state 
optometry examination and is now en- 
gaged in practice in his father’s place. 
4 Bill Lovvern, shop manager for Kim- 
berly’s, Inc., Atlanta, is back at his desk 
following a serious attack of toxic 
poisoning which has kept him in a local 
hospital and at home for a period of 
several weeks. He reports that he is 
none the worse for wear. 

4 Max Wolfe, of the A. G. Schultz Co., 
Baltimore, silversmiths, is back from an 
extended trip in the South and South- 
east, and reports he found the buying 
brisk and added that the people of the 
South are showing a disposition to aug- 
ment their stocks of sterling. 

@ The Atlanta Watchmakers Guild at its 
January meeting, held at the Frances 
Virginia Tea Room, discussed a drive 
to get new members to replace those lost 
to the Civil Aeronautical Authority and 
other governmental agencies. Walter F. 
Chapman, of Holzman’s, Inc., presided. 
q Phil Katz, of S. & N. Katz, installment 
jewelers at 105 N. Charles St., Balti- 
more, who had been putting in six 
months recovering from an attack of ill- 
ness and an operation, completed his 
convalescence in Florida and is back at 
his desk again, fully restored to health 
and strength. 


Va.-N. C. R.J.A. Convention April 27, 28 
4 Plans for the annual meeting of the 


Virginia and North Carolina R.J.A.’s, to 
be held in the John Marshall Hotel in 








Richmond, Va., April 27 and 28, are tak- 
ing shape, and the committee of which 
John Kohler is general chairman, is hard 
at work on the details. There is every 
indication of a large attendance. 


q Lewis Henderson, with Holzman’s, 
Inc., and Charles Wimbish, with the 
Claude S. Bennett Co., Inc., Atlanta, 


‘have resigned to enter the aviation in- 


strument division of the Civil Aeronau- 
tical Authority and will be located in 
Macon, Ga., after three months of special 
advanced training given at Fairfield, O. 


q Harry George, Jr., of Keller & George, 
jewelers at Charlottesville, Va., who is 
an enthusiastic football fan, has _pre- 
sented a testimonial in the form of a 
handsome Hamilton pocket watch with 
a personalized dial to Bill Dudley, the 
All-American back of the University of 
Virginia eleven, as the most valuable 
player on the team. 


q J. Engel & Co., Inc., Baltimore whole- 
salers, are having the second and third 
floors which they occupy, rearranged 
with a view to obtaining more room for 
the storage of goods. The office is being 
moved into the corner of the second floor, 
with the stairway to the third floor di- 
rectly accessible from the office, and vari- 
ous other changes are being made to the 
end of facilitating business. The entire 
interior is being redecorated. 


q A. Holzman, founder and president of 
Holzman’s, Inc., Atlanta, recently cele- 
brated his 52nd anniversary as an At- 
lanta jeweler by being at his desk, as 
usual. A native of Russia, where he 
learned the jewelry trade as a boy, Mr. 
Holzman came to the United States in 
1886 and to Atlanta in 1890, opening a 
one-man shop which he has watched, in 
a little better than half a century, be- 
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remembering always that delays 
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And be assured that we are con- 
stantly searching for substitutes 
and new ideas in jewelry . ; 
ready to distribute them fairly 
among the trade as soon as they 
are available. 
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come one of the best-known jewelry 
firms in the south. 

The stocks of antique silverware con- 
tained in the Brainard Lemon Silver 
Galleries, Louisville, Ky., were sold at 
ublic auction, Feb. 18 to 20. Many rare 
old English, or continental pieces of sil- 
ver, both flat and hollow ware, period 
furniture, Sheffield plate, china, prints, 
and old jewelry, personally purchased 
and imported by the late Brainard 
Lemon, for many years head of Lemon 
& Son, retail jewelers. 

Lemon, prior to and after the World 
War, made numerous trips to Europe 
to purchase rare antiques and _ silver- 
ware, and had a number of agents in 
Europe locating stuff for him. He 
erected the silver galleries a number of 
years prior to his death. 


Missouri Jewelers, Horologists 
To Meet Jointly, April 19, 20 

The Missouri R.J.A. and the Horolog- 
ical Association of Missouri will meet in 
joint annual convention, April 19 and 
20, at Hotel Missouri, Jefferson City, 
Mo. The horologists will have their busi- 
ness meeting on Sunday, with a banquet 
in the evening, in order to have the at- 
tendance of those who might not be able 
to be present at Monday sessions. 


Md.-Del.-D. C. Jewelers 
Meet in Baltimore, May 3, 4 


The work of mapping out the pro- 
gram for the annual convention of the 
Maryland-Delaware-District of Columbia 
Jewelers’ Association, which will be held 
at the Emerson Hotel, in Baltimore, on 
May 3 and 4, is under way. Headquar- 
ters have been established at 5 Hopkins 
Place, Baltimore, in the establishment 
of J. Engel & Co., Leon J. Engel, gen- 
eral chairman, with Sydney J. Ross, his 
assistant, is mapping out details. 

The committees are as follows: 

Program, Jay G. Engel, Millard S. 
Braun, Harry Greenbaum, Albert Sig- 
mund and Howard Kleitz; Publicity, 
Phil Katz, Sam Schwartz, Herman Wei- 
man, Melvin K. Erlanger and David R. 
Lakein; Entertainment, James H. Levi, 
J. Hudson Mealy, G. L. Tubman, David 
Morstein and Gerald Heller; Registra- 
tion, David B. Lakein, Howard R. Col- 
lins, Stanley Pearson, O. P. Michaelson 
and Melvin Levitt; Reception, H. J. 
Schwarz, Howard C. Heiss, Jos. T. 
Montgomery, Harry Baumohl and Carl 
J. Doberlein; Banquet, Sydney J. Ross, 
Jack Roberts, Milton Baer, Elwood A. 
Davis and Gideon Stieff; Finance, C. 
Howard Milliken, H. C. Garthe, John H. 
Fetting, Arthur Reibetanz and T. Gilpin 
Massey; Speakers, A. C. Mayer, Arthur 
J. Sundlun, C. Howard Milliken, Victor 
Bailey and John A. Kuhn; and Ladies’ 
Reception, Mrs. Millard S. Braun, Mrs. 
Albert Sigmund, Mrs. Sydney Selinger, 
Mrs. A. C. Mayer, Mrs. Arthur J. Sund- 
lun, Mrs. Norman I. Harris, Mrs. Ray- 
mond White, Mrs. Harry Groll, Mrs. 
Howard Kleitz, Mrs. Victor Bailey, Mrs. 
H. J. Schwarz, Mrs. Jay G. Engel, Mrs. 
Melvin Erlanger, Mrs. Howard C. Heiss, 
Mrs. Sam Lakein, Mrs. J. M. Paul and 
Mrs. Leon J. Engel. 
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Stephenson Made President 
Of St. Louis Horological Guild 


New officers of the Greater St. Louis 
Horological Guild were installed by 
Clem M. Wolff, vice-president of the 
Missouri Horological Association at a 
banquet and dance, Jan. 28. Oliver 
Selle, president of Selle Jewelry Co., 
served as toastmaster. The newly in- 
stalled officers are as follows: Walter 
G. Stephenson, president; Harold Eaton, 


WALTER G. 
STEPHENSON 





vice-president; Henry Koeberl, trea- 
surer; Roy Thompson, financial secre- 
tary; Charles Fluck, recording secretary 
and John Brandt, trustee. The directors 
are Ray Gable, Charles Ens, Tom Evans 
and Clem Wolff. 

The Guild presented the retiring presi- 
dent, Ray Gable, with a beautiful en- 
graved Lord Elgin Wrist Watch. 

Among the 150 people present were 
Oliver Wasson, president, Jaccard 
Jewelry Co.; Leo J. Vogt, president, 
Hess & Culbertson Jewelry Co.; Sam 
Heffernan, president, Heffernan-Neu- 
hoff Jewelry Co., and Mr. Selle, who en- 
tertained the gathering for about an 
hour with his magical art. 
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Montreal po 
Chief Ordnance Officer 


Presentation of a grandfather clock 
to Lt.-Col. George W. Cavey, M.C., 
M.M., who has proceeded on active ser- 
vice, was made Jan. 22 by W. M. Birks, 
chairman of Henry Birks & Sons, Ltd., 
Montreal, jewelers, on behalf of the 
directors of the firm and Colonel Cavey’s 
associates in the business with which he 
has been associated for 28 years. 

Connected with the Canadian Grena- 
dier Guards for 26 years, Col. Cavey has 
accepted an appointment at the Central 
Ordnance Depot, Ottawa, as chief ord- 
nance officer and officer commanding No. 
9. Detachment, R.C.O.C. He is held 
in high esteem in business and military 
circles, and, though on the reserve of 
officers for some years before the out- 

















break of war he has maintained a close | 


association with his old regiment. 


Japs Are Liquidated 


Quiet liquidation of some of the Jap- 
anese jewelry and watch repair estab- 
lishments in Seattle and other strong- 
holds of these Oriental residents has 
been proceeding since the war and the 
freezing of funds by federal authorities. 
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HANDBOOK FOR THE 
AMATEUR LAPIDARY 


By J. H. HOWARD 


Written to provide practical in- 
struction in all kinds of gem cutting 
for the beginner and the advanced 
amateur. Equally useful for pro- 
fessional lapidists. 


Price $2.00 Postpaid 
THE JEWELERS’ CIRCULAR- 
KEYSTONE 
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SAFE! ECONOMICAL! 
LR And 
EASY TO USE 


Made especially 
for Silverware 
Recommended by Jewelers and 
Silverware manufacturers as an 
efficient cleaner and polish that 
restores to tarnished and soiled 

silver its original lustre. 
3 sizes—4 oz., 8 oz., 16 oz. Retail 


| for 30¢, 50¢, 85¢. Counter dis- 
play FREE. 
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q Jack T. Goldman, well-known manu- 
facturers’ representative, has established 
an office in Room 1216 of the Heyworth 
Bldg. and will represent Kushner & 
Pines, refiners, and Charles Birnbaum, 
platinum and gold ring mountings, both 
of New York. 


q William Shapiro, vice-president of 
Manheimer Watch Co. and manager of 
the Los Angeles office, spent the month 
of February at the home office in Chi- 
cago. Sol Cogan, president of the com- 
pany, and Mrs. Cogan left Chicago in 
January for a two months’ vacation at 
Miami. 

q Jack D. Gottlieb, watchmaker and 
jeweler, well known in the trade in Chi- 
cago for the past 38 years, who started 
in business with his father 48 years ago, 
closed out his business at 230 S. Wells 
St. the first of February on account of 
his health and left on the 25th for Flor- 
ida where he will reside. 


F. H. Noble & Co. Officers 


q F. H. Noble & Co., Chicago jewelry 
manufacturers, at a recent annual meet- 
ing elected the following officers: L. 
Noble Keene, president and treasurer; 
J. M. Shields, vice-president; F. M. Bed- 
inger, vice-president and general man- 
ager and authorized to act as assistant 
treasurer, and S. Ruskin, secretary. 


q Mrs. Leah Ellbogen, 81, widow of 
Maximilian Ellbogen, a pioneer business 


- man of Chicago, of Stein & Ellbogen Co., 


wholesale jewelers, died on Jan. 31. Mrs. 
Ellbogen was the mother of seven chil- 
dren, six of whom are living, Albert and 
Charles, both of Stein & Ellbogen Co., 
and four daughters. The oldest son was 
killed in France in 1918. 


q The Chicago Horological Guild, with 
its newly-elected president, Swen Bro- 
lin, presiding, held its monthly meeting 
in the Pittsfield Bldg., Feb. 20. James 
Britten, director, gave a helpful talk on 
priorities in watch materials. Following 
this the instruction class convened to 
continue the U.H.A. course on watch- 
making. 


q Joseph Brown, associated with the 
jewelry trade of Chicago for over 50 
years and now operating as J. B. Mor- 
gan & Co., 424 S. Wabash Avenue, was 
indicted by the Federal Grand Jury last 
month, for the alleged sending of seven 
shipments of cru8hing bort to Japanese- 
controlled Thailand during the months 
of May, June, July, August and Septem- 
ber of last year. Federal Judge Charles 
E. Woodward ordered a $1,000 bond 
pending a hearing. 


McMahon Gets Golfing Honor 


q Tom McMahon, Thos. J. Dee & Co., 
post laureate of the Chicago jewelry 
trade, has been elected president of the 
Chicago District Golf Association and 
will be chief host to the golfers par- 
ticipating in the Hail Amerca Tourna- 
ment which will be held starting June 


. 18, under the sponsorship of the Chicago 


District Golf Association. This is the 
second time the honor of president has 
come to the Thos. J. Dee Co., Harry 
Radix having served several terms. 





West Side R.J.A. Plans to Expand 


q More than 250 members and friends 
of the West Side R. J. A. of Chicago 
gathered at the Midwest A. C. on Feb, 
11, to participate in the eighth annual 
party, their Red, White and Blue Din- 
ner-Dance. Commodore Nash and his 
commanders furnished the music with a 
number of headliners from theatres and 
night clubs entertaining. There has 
been some discussion of changing the 
name of this old organization, so that 
the name would be all inclusive, but it 
was decided that while they attempt to 
make the membership all inclusive in 
Chicago, the name, which is so _ well 
established, will be retained. 


q.S. D. McPherron has resigned as man- 
ager of the silverware department of A. 
C. Becken Co., effective March 1. Mr. 
McPherron was born to the jewelry 
business, son of E. N. McPherron, who 
conducted a jewelry business in Green- 
field, Ill. until his death a few years 
ago. S. D. came to Otto Young & Co. 
as a Salesman in 1910 and became as- 
sociated with the A. C. Becken Co. in 
1915, and for many years has been one 
of the highly regarded men of the in- 
dustry. Mr. McPherron retires to look 
after his personal affairs and will reside 
at Greenfield where he can better super- 
intend the operation of three large 
farms he owns near there. He is suc- 
ceeded in the silverware department by 
W. H. Faehnrich, who was associated 
with Otto Young & Co. for several years 
previous to the merger of this company 
with A. C. Becken Co. in 1929. 


C.J.A. Collects $6500 For Red Cross 


q During a brief business session of the 
Chicago Jewelers’ Association at the 
monthly luncheon meeting at the Palmer 
House, Feb. 19, four new members were 
elected: Bulova Watch Co., Heller Hope 
Co., Inc., Parker Pen Co. and the Jewel- 
ers Board of Trade. In making the re- 
port for E. S. Heller, Gemex Co., who 
was absent, Secretary Louis Goldman 
paid tribute to Mr. Heller and his com- 
mittee for bringing in the greatest number 
of new members in any one year and 
for placing the total membership at 111 
members, 5 more than at any other time. 
Treasurer Thomas G. McMahon, Thos. J. 
Dee & Co., reported cash on hand at 
about $7,000 and Webb C. Ball, The Ball 
Co., chairman of the Red Cross Commit- 
tee, reported nearly $6,500 collected and 
with other donations to come in, includ- 
ing the monthly guest fees of the Jewel- 
ers Club, pledged for the year, he ex- 
pects the amount to exceed $7,000. Pres- 
ident George Engelhard, N. J., intro- 
duced Harold Vogtborg, director of the 
Armour Research Foundation, who gave 
a very interesting account of a 45-day 
trip to South America with a group of 
men from this country who made the 
trip under the auspices of the National 
Research Council, studying the indus- 
trial possibilities of our neighbors on 
the South. The talk was illustrated by 
colored motion pictures. 


Casey Is Named by Jewelers’ Club 


q At the annual business meeting and 
election of the Jewelers Club of Chicago, - 
held in the club rooms, Feb. 17, the 
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ticket submitted by the nominating com- 
mittee, Al Lauschke, chairman, received 
unanimous approval. Officers elected 
are: Jack Casey, National Jeweler, 
president ; Dave Newman, D. Newman 
Co., vice-president; Vincent Newman, 
Jewelers Board of Trade, secretary, and 
Herman Haynes, Ingersoll-Waterbury 
Co., treasurer. Routine business was 
transacted and there was unanimous ap- 
proval of the opinion expressed that 
the past year under the leadership of 
Allen Pinero, LeStage Mfg. Co., was 
one of the most enjoyable in the history 
of the organization. Earlier in the 
month, on the evening of Feb. 2, occasion 
of the monthly club night, prizes were 
awarded the winners of the _ billiard, 
cribbage and pool tournaments which 
had been running for the past several 
months. The winners in order men- 
tioned were: Three-cushion billiards, Al 
Lauschke, Thos. J. Dee & Co.; Myron 
Kelly, Rogers Lunt & Bolen; Jack 
Casey, National Jeweler; cribbage, Fred 
Haller, Wm. C. Greene Co.; Harry 
Mitchell, R. F. Simmons & Co.;, Frank 
Moran, J F. Sturdy’s Sons Co.; pool, 
Charles Burley, Benj. Allen & Co.; Fred 
Marhoff, Stein & Ellbogen Co.; and Bill 
Burns, Ingersoll-Waterbury Co. Run- 
ners-up in all events were too numerous 
to mention and most of the prizes were 
opened and consumed before the activi- 
ties of the evening were concluded. 


Roosters to Send 41 Kids to Camp 


q The 23rd annual banquet and dance 
of the Golden Roosters of Chicago held 
in the spacious Gold Room of the Drake 
Hotel on the evening of Feb. 21 and 
early morning hours of the 22nd _ will 
long remain a bright spot in the mem- 
ory of the more than 300 gallant men 
and beautiful ladies who participated. 
From 6 until 7:30 o’clock was spent in 
the cocktail lounge adjoining the ball- 
room. Chanticleer William H. Mc- 
Greevy welcomed the guests and in his 
dignified, humorous manner _ inducted 
the new officers, Chanticleer Ed. I. Im- 
hoff, Keeper-of-the-Nest Eggs Alvin 


Ed. |. Imhoff, 
New Chanticleer 


Lauschke and Scratcher Jack Casey who 
took over and supervised the program 
of the evening. Henry Luchon and his 
top-notch night club orchestra furnished 
the music. A very high class, elaborate 
floor show. consisting of hotel, theatre 
and night club headliners was produced. 
A beautiful four page menu card with a 
red, white and blue banner on the cover, 
listing the outgoing and incoming offi- 
cers and committees, was at every plate 
and each lady guest received an ornate 
package of Lucien Lelong “Dream 
Sachet.” At this meeting announcement 
was made that for 1942 the Golden 
Roosters contributed $610 to the Di- 
vision St. Y. M. C. A.’s underprivileged 
boys fund, which is sufficient to give 41 
boys two weeks each at the summer 
camp. 
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$94,000,000 of Jewelry 
Sold in December; 
151% Over November 


December jewelry sales were 168 per 
cent greater than the sales of furs and 
140 per cent greater than those of cos- 
metics, according to the Treasury’s  re- 
port on retailers’ excise tax collections 
for the Christmas month. 

In January all sellers of jewelry paid 
the Government $9,372,331 in revenue on 
their December sales, which ostensibly 
totaled nearly 94 million dollars, net. 
January collections on December re- 
tail fur sales were $3,488,230 and on 
toilet preparations $3,903,266. 

The December jewelry sales, accord- 
ing to the tax collection figures, were 
151 per cent higher than November 
sales, which were correspondingly 113 
higher than October sales. 

These collection figures represent the 
tax on all sales of jewelry of all de- 
scription and not solely on sales made 
by jewelry stores. Likewise, they do 
not represent jewelry store gross sales 
for they do not include any sort of re- 
turn on the many non-taxable lines 
carried by jewelers. They do provide, 
however, a fairly accurate guage of 
jewelry sales. 


W.P.B. Forces Chicago Firm 
To Suspend Nickel Operations 


In the first action of its kind yet 
taken, Federal attorneys acting in Chi- 
cago for the War Production Board, on 
Feb. 13, asked and obtained an order 
temporarily suspending operations in 
cadmium and nickel by the Chicago AI- 
loy Products Co., pending hearing on an 
injunction petition against the company. 

The injunction, if granted, would re- 
strain the company from _ interfering 
with agents of the WPB in enforcing a 
formal order by Director J. S. Knowl- 
son, Division of Industry Operations, 
directing the company to afford access 
to its premises for inspection of its in- 
ventories, books and records. 

The Government’s petition alleged 
that the company was negotiating deals 
without priority sanction and at prices 
far in excess of the maximum prices 
established by the Administrator of the 
Office of Price Administration. 





Geologists Drive 80 Miles 
In Zero Weather to Guild Session 


The attendance of men from New 
Castle, Pa., Youngstown, Warren, Cuya- 
hoga Falls, Akron and Canton, Ohio, 
some of whom had to drive as far as 80 
miles in near zero weather, testified to 
the interest in the Feb. 2 meeting of the 
Northern Ohio Guild, A.G.S., held at 
Western Reserve University, Cleveland. 

The program consisted of a lecture 
on “The Diamond,” by Dr. Henry Don- 
ner, of the University faculty; a lecture 
on “Physical Properties, Transparency 
and Lustre,’ by Bruce McCague, of 
Cowell & Hubbard, Cleveland; evalua- 
tion of a collection of amethyst by Ray 
Hoover, Akron; a report by students on 
the progress made on assignments since 
the last meeting; laboratory work with 
the microscope for advanced students, 
and work with the refractometer, dia- 
mond balance, diamondscope, polari- 
scope, and dichroscope for others. 





COVERS § HAZARDS 


EXTENDED COVERAGE 
ENDORSEMENT 


Now! Your property can 
be protected against all 
these hazards in one 
policy! 
Covering: 
Fire Loss 
Windstorm 
Hail Loss 
Explosion 
Aircraft 
Vehicles 
. Smoke Damage 
Riot Loss 





Write today for full 
particulars. 


Present dividends on fire policies 
33 1/3%—25% on windstorm and ex- 
tendea coverage. 
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M. Y. FINKELMAN 
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Diamonds and Diamond Jewelry 


EST. 1923 
29 E. MADISON ST. CHICAGO 











A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 














gcme WATCH CO. 


S S.WABASH AVE. CHICAGOILL. 





USED WATCH 
MATERIALS 


USED MOVEMENTS | 1| 
Good Condition 
Good Dials 2 


0-Size Elgin, Waltham 
25 153, $3.25 


7, $2.00 * usb, ae THE PRICE OF 
ze 
" NEW MATERIALS 







SOTVLVO YOs GNIS a” 











73, $2.50 — 153, $3.50 
16 Size Open Face 
Wheels, pinions, 
liet forks, etc., 


‘or all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 








Jewelry Repairing 
DIAMOND SETTING ENGRAVING 
Strictly Trade Shop 
DOERNBERGER @& 
406 Pittsburgh Life Bldg., Pittsburgl 
Telephone AT.7848 - AT.4959 


MUCK 
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LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 
403 Clark Bldg., Pittsburgh, Pa. 








HERBERT HAASE 
Wholesale 
DIAMONDS-MOUNTINGS-WEDDING RINGS 
LADIES & GENTS STONE RINGS 


404 Clark Building Pittsburgh, Pa. 
Phone ATlantie 2455 














HELM & HAHN CO. 
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MANUFACTURERS BLDG. 
PITTSBURGH, PA. 














q D. H. DeNardo, prominent Braddock 
retail jeweler, spent some time in At- 
lantic City recently, then drove over to 
New York on business. 

q Mr. and Mrs. Emanuel Grafner were 
among the subscribers to the Pittsburgh 
Symphony Orchestra which has just fin- 
ished a most successful season. 

q Mr. and Mrs. J. Loughrey Roberts, «f 
John M. Roberts & Son Co., have re- 
turned from Baltimore where they vis- 
ited their son, Lt. Joseph Roberts of the 
U. S. Army Engineers. 

q Sol Teper, Butler, Pa. retail jeweler, 
has recently purchased a new building 
in that thriving mill town and has plans 
already made to modernize it for a 
new store. 

q Among recent out-of-town jewelers 
calling upon the local wholesale trade 
were Howard McAnlis, Beaver. Falls, 
Pa.; Joe Richblum, Steubenville, O.; J. 
Luxenberg, Indiana, Pa., and Joe Lutz, 
Hunts Jewelry Store, Uniontown, Pa. 
q The Grogan Co., Inc., and the Vernon- 
Benshoff Co., refiners, were among those 
contributing prizes for the annual ex- 
hibit of the Associated Artists of Pitts- 
burgh, which was held early in February 
at the Carnegie Institute. 

q A representative contingent of jewel- 
ers from the Tri-State district have been 
sojourning in Florida recently, including 
Mr. and Mrs. A. Levinson, Charleroi, 
Pa.; Martin Kramer, East Liberty, Pa.; 
R. Raphaelson, Rays Jewelry Co., Fair- 
mont, W. Va.; Oscar Glick, Charleroi, 
Pa.; Harold Gerson, Beaver Falls, Pa.; 
Sam Goodwin, McKeesport, Pa., and 
Milo R. Williams, Butler, Pa. 

q Max Unger, Oliver Bldg. credit 
jeweler, believes newspaper advertising 
is best today for the retail jewelry 
trade. His belief is based on the assump- 
tion that newspapers are more widely 
read today than ever before, due to our 
entrance into the World War. Adver- 
tising rates, based on circulation, have 
increased somewhat but it is the reader 
interest which makes the advertising 
worthwhile in his opinion. 

q Emil Freyer, president of the Samuel 
Weinhaus Co., 818 Liberty Ave., is back 
in his office again after a ten day check- 
up in the Allegheny General Hospital. 
Louis Corbin, secretary of the firm, re- 
ports that the Weinhaus salesmen 
started on the road early in February 
with Spring merchandise. Mr. Corbin 
says that business is good although there 
is a scarcity of some materials and he 
reports the jewelers to be stocking up 
on certain types of merchandise. He has 
just returned from a buying trip to 
New York. 

4 Members of the Retail Jewelers Asso- 
ciation of Western Pennsylvania were 
urged by Herman Hollander, association 
counsel, to appear before members of 
City Council, Feb. 19 to consider the 
question of the prohibition of all day- 
time parking in the Golden Triangle as 
proposed by the Better Traffic Commit- 
tee of the city of Pittsburgh. Members 
of the jewelry trade are very much op- 
posed to the proposed ruling although 
they realize that a real traftic problem 
exists in the downtown area. ‘The pro- 
posal came to light as an air raid pre- 
caution measure. 





A GENERAL LINE 
FOR THE 


JEWELER 





DIAMONDS 
WATCHES 
JEWELRY 

CLOCKS 
SILVERWARE 





THE 
SAMUEL 


WEINHAUS 


COMPANY 
800-808 LIBERTY AVE. 


PITTSBURGH PA. 





MANUFACTURING JEWELERS 


and 


DIAMOND SETTERS 
BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Po. 
Phone ATlantic 2336-7 














DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This book of all gems gives complete 
definitions of every stone used by 
jewelers from Achates (ancient 
name and origin of Agate) to Zircon 
and Zonochlorite with their specific 
gravity, chemical composition, crys- 
tallographic origin, hardness, refrac- 
tive index, etc. 


It is a valuable ready reference list 
for the retail jeweler, manufacturer, 
importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% 
inches. 
THE JEWELERS’ 
CIRCULAR-KEYSTONE 


100 E. 42nd St., New York, N. Y. 
5éth & Chestnut Streets, Philadelphia, Pa. 
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{ALL BROS. & CO. 
Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 
Granat Mfg. Co. 

Stylists in 
Engagement and Wedding Rings 

















Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 














Established 1895 
THE W. J. JOHNSTON 
COMPANY 


WHOLESALE JEWELERS 
702 CLARK BUILDING © 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E. Jones Jake Hershey 
Wm. A. Jones 














GEMSTONES 
By G. F. HERBERT SMITH 


_ An interesting authoritative 
book for the study and de- 
termination of gems. Con- 
tains 443 pages, 42 plates, 
four of which are in color. 


Price $4.00 Postpaid 


The Jewelers’ Circular-Keystone 
Chestnut & 5éth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 











q James Gluck, sales representative for 
Grafner Bros., wholesale jewelers, 818 
Liberty Ave., reports business particu- 
larly good in the defense areas. 





FOR THE MEMO PAD... 
MARCH 


8-10 Gemological Institute of 
America Conclave, Adel- 
phia Hotel, Philadelphia. 

9-13 Boston Gift Show, Hotel 
Statler. 

15-17 Gemological Institute of 
America Conclave, Stevens 
Hotel, Chicago. 

16-18 California R. J. A. Con- 
vention, Hotel Roosevelt, 
Hollywood. 

15 Associated Credit Jewelers 
of New York & New Jer- 
sey, Waldorf-Astoria, New 
York. 

20 Louisiana R. J. A., Hotel 
Roosevelt, New Orleans. 


22-24 Texas R. J. A.. Beaumont. 


APRIL 
12-13 Nebraska R. J. A. Conven- 


tion, Hotel Lincoln, Lin- 
coln, Neb. 

12-13 Arkansas R. J. A. Conven- 
tion, Little Rock. 

12-14 Minnesota R. J. A. Con- 
vention, Hotel Nicollet, 
Minneapolis. 

19-20 Missouri R. J. A. and 
Horological Association of 
Missouri Joint Conven- 
tion, Hotel Missouri. Jef- 
ferson City. 

19-20 Oklahoma R. J. 
vention, Hotel 
Oklahoma City. 

26 Tennessee Watchmakers 
& Jewelers Assn., Nash- 
ville. 

26-27 Georgia R. J. A. Conven- 
tion, Valdosta. 

26-27 South Carolina R. J. A. 
Convention, Columbia. 

26-28 Florida R. J. A. Orlando. 

27-28 Virginia- North Carolina 
R. J. A. Convention, John 
Marshall Hotel, Rich- 
mond, Va. 


MAY 
3-4 Maryland - Delaware - Dis- 


trict of Columbia Jewel- 
ers’ Association Conven- 
tion, Emerson Hotel, Bal- 
timore. 

3-4 Kansas R. J. A. Conven- 
tion. 

4-5 Wisconsin R. J. A., Green 
Bay. 

10-12 Michigan R. J. A., Hotel 
Pantlind, Grand Rapids. 

11-12 Illinois R. J. A. Conven- 
tion, Belleville Hotel, 
Belleville. 

17-19 United Horological Asso- 
ciation Convention, Mor- 
rison Hotel, Chicago. 

17-19 New York State R. J. A. 


Convention, Rochester. 


A. Con- 
Skirvin, 








DAVID WEIS ¢ CO. 
DIAMONDS 


DISTRIBUTORS OF 


SWANK JEWELRY 


FOR MEN 
AND 


RONSON PRODUCTS 


1101 CLARK BUILDING PITTSBURGH 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
Il orders. 


TRIANGLE 
JEWELRY MFG. CO. 


216 Clark Bidg., Pittsburgh, Pa. At. 7723 











J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 


DIAMONDS and MOUNTINGS 


502 Clark Bldg. Pittsburgh, Pa. 











Pittsburgh 
Wholesalers 
and 
Manufacturers 
Can Fill 
Your Every 


Jewelry Need 





C. PROESSLER & SON 


JEWELERS 


STORE FIXTURES 
1221 PENNSYLVANIA AVE 
PITTSBURGH, PA. 

















KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES - 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 


JEWELRY 
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Greenwold Grift Co. 


The House of Onality and 
‘th STREET. CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelr 


ELGINS @ HAMILTONS (Zones 7, 8) 


Lines of quality and style th@t give you pro- 
tected profit You can recommend, these lines 
to your customers with|| confidence. 


annie: 


IS WES] 




















FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


#&ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 
DIAMONDS : JEWELRY 
CLOCKS : SILVERWARE 
“IF IT'S NEW WE HAVE IT” 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 








THE HOUSE OF | 
SPECIAL ORDERS 


ea abebaleranmesbaremmaereyie| 


Prompt Service 
Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 











KLEIN BROS. CO. 


617 Vine St. Cincinnati, O. 





Our salesmen are out with NEW SPRING 


lines. Beautiful! Be sure and see. 





JEWELRY—Large Assortments 
Latest Styles 


DIAMOND RINGS—Popular Prices 
Newest Mountings 


KENWOOD WATCHES—Dependable 
Popular Prices 











MISS VANITY 
STREAMLINED DIAMOND RINGS 


For the Fall Bride. Most attractive. Mod- 
erately price. 


Write for a Selection 
THE D. JACOBS SONS CO. 


811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 











WESTERN TRAY & CASECO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 


427 PLUM ST. CINCINNATI, O. 
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q R. T. Welling, Lockland jeweler, left 
Cincinnati last month with John A. 
Gerwe, Gerwe-Frohman Co., to spend six 
weeks at Welling’s winter home in Ft. 
Lauderdale, Fla. 

q Albert Esberger, Esberger Bros., Cin- 
cinnati jewelers, veteran member of the 
Central Vine Street Business Associa- 
tion was elected secretary of the organ- 
ization on Feb. 4. 

q Mrs. Frieda Wagner, wife of an offi- 
cial of Wagner & Sons Co., Northside, 
Cincinnati, attended the Chicago gift 
show, last month, in company with Miss 
Lillian Meyer, employee at the Northside 
store. 

q An employe of the Gerwe-Frohman 
Co. for the past 41 years, Miss Laura A. 
Metz, retired last month. She had joined 
the firm when she was 16 as a book- 
keeper and remained in that department 
throughout her service. 

q Two Cincinnatians who are officials of 
out-of-town jewelry concerns, left last 
month on their regular business trips 
through the southern sections of the 
country. They are Thomas Reed Botts 
of the Jacques Kreisler Co., North Ber- 
gen, N. J., and Charles Payne, of the 
Bock-Lewis Ring Co., New York. 

q While one man engaged a clerk at the 
H. R. Greenwald Jewelry Co., in con- 
versation in the rear of the store on Jan. 
26, a sneak thief stole jewelry valued at 
nearly $1,000 from a front show case and 
fled. A suspect held by police as the 
man who posed as a customer denied he 
was the companion of the other man. 

q Klein Bros., 617 Vine St., Cincinnati, 
recently moved from the 8th floor of the 
building to Suite 1116, where they have 
nearly doubled their space. Eugene 
Frommeyer of the company, who has 
been associated with the wholesale trade 
for 55 years and still visits the trade, is 
rapidly recovering from serious injuries 
received in an automobile accident last 
Fall. 

q Charles Reinstatler, 79, who operated 
a retail jewelry store at the same lo- 
cation in Cincinnati for more than half 
a century, retired from the trade, Feb. 1. 
When he was 23 years old Reinstatler 
purchased a store and overated it by 
himself until 1919 when he took in a 
partner, William Mecklenborg. ‘The 
latter died six months ago. With Rein- 
statler’s retirement, his watchmaker, 
Bernard Ejibes, set up his own business 
in the Glenn Bldg. and is now engaged 
in watch work for the trade. 

q Although his firm lost $1,000 worth of 
merchandise in a window smashing Feb. 
5, Charles Richter, head of the Richter 
Jewelry Co., Sixth and Main Streets, 
was most concerned over a $50 watch 
which was part of the loot. “This model 
now is not being manufactured because 
of materials shortage and as it already 
had been ordered we will have to dis- 
appoint the customer,” he pointed out. 
It was ordered several weeks ago and 
was to have been taken from the window 
to be engraved with the names of the 
customer and his fiance the day follow- 
ing the robbery. 

q A fire that broke out in the basement 
of the Getz Jewelry Co. store, Feb. 2, 
spread to the Seventh Ave. Hotel, in the 
upper floors of the building, and to 
several other ground-floor stores, causing 








a total loss in excess of $25,000. De- 
fective wiring in a heating unit was be- 
lieved to have been the cause. Much of 
the damage was done to the jewelry 
store where the flames swept up through 
the walls and show windows. The com- 
pany set up temporary store quarters at 
7th & Walnut Sts., pending completion 
of repair work at the old location, which 
officials said would probably take two or 
three months. 


Horos Worried About Priorities 


q Cincinnati watchmakers and repairers, 
faced with war priorities, considered, 
last month, whether they would be 
forced to return to methods of several 
decades ago when many parts used in 
the industry were made by the indi- 
viduals. At a special meeting, on Feb. 6, 
in Hotel Sinton, members of the Cin- 
cinnati Guild, Ohio Watchmakers <As- 
sociation, were told what effect the war 
probably would have on their industry, 
beginning March 1. ‘This report was 
made by John Cassedy,  secretary- 
treasurer of the Cas-Ker Co., materials 
dealers. In the discussion that followed 
members pointed out they might revert 
to methods used earlier in the century, 
making many of the items themselves. 
However, they agreed that special equip- 
ment necessary and the resulting higher 
cost, probably would prevent the plan 
from being practical. The industry here, 
it was brought out, experienced a boom 
year in 1941. Elmer G. Fisher, guild 
president, said the organization would 
make a study of the priorities situation 
to determine what action, if any, the 
group could take. 


Getz Stores Entered Five Times 

q A series of burglaries at two of the 
Getz Jewelry Co. stores in Cincinnati, 
resulted last month in the reviving of 
criticism of the Cincinnati police de- 
partment’s practice of marking its cars 
with prominent insignia as a suspect un- 
der arrest disclosed how it enabled him 
and his companions to escape a trap by 
detectives. So frequently have the Getz 
stores at McMillan Street and Kemper 
Lane in Walnut Hills and at 4618 Mont- 
gomery Road, been broken into that de- 
tectives have been assigned to guard 
them. One of four Negroes appre- 
hended in the thefts explained that they 
had planned a burglary at the Walnut 
Hills store recently but gave up the job 
and evaded the police trap when they 
noticed the insignia on a parked car 
nearby. The arrest of the men came 
after the stores had been entered five 
times during the past two months. Much 
of the loot was recovered. One of the 
suspects was believed to have been the 
same person who smashed a show win- 
dow at the Henry Von Unruh jewelry 
store, 934 E. McMillan St., earlier in the 
month, escaping with five watches and 
five rings valued at $513. 
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Waltham Watch employees collectively 
donated $1000. to the Red Cross and the 
management gave $1000, matching the 
amount raised by the watchmakers. 

q Maurice G. Alperin, treasurer of the 
Eastern Smelting & Refining Corp., of 
Boston, has been reappointed to the 
U. S. Assay Commission. The Commis- 
sion tests coins to determine whether 
they conform to the requirements of law. 
q Waltham Watch Co. for some time 
has employed two shifts on defense pro- 
duction, and on February 9, started a 
program of working around the clock. 
The extended hours makes possible the 
utilization of certain “critical” machinery 
to the utmost. 

q On Friday, the 13th, 21 Boston couples 
scoffed at superstitions and filed mar- 
riage intentions at city hall, undeterred 
by any fears for the success of their 
future plans. Watching the daily score 
interests both the jeweler and his sales 
force. Couples filing intentions here have 
averaged about 25 daily in recent weeks. 
q The Boston Jewelers Bowling League 
acted as hosts at Kenmore Alleys, on 
Feb. 18, when the Waltham watch- 
makers team endeavored to win an- 
other leg on the trophy. The watch- 
makers won the first match by 48 pins. 
Contests for placement on the prize 
teams have been keenly fought out in 
both leagues. The matches in Boston 
always bring out a loyal group of root- 
ers for the jewelers. For 15 years these 
contests have been won in the last string. 
The watchmakers among their fans 
had several entertainers and President 
Fletcher, at the dinner which followed 
the match, saw to it, that both organiza- 
tions, win or lose, did their bit for the 
wives and sweethearts of the bowlers. 

q Boston wholesale jewelers’ annual dis- 
plays of new spring lines, during Feb- 
ruary, set a new record for attendance 
by retail jewelers and buyers from all 
sections and were perhaps among the 
most important and successful ever held. 
Many of the traveling sales forces were 
on hand to welcome their friends in the 
trade. Among the visiting retailers 
were: M. E. Banks, Concord, N. H.; 
Robert A. Abbott, Lowell; Bernard 
Boas, Providence; L. Blaine Libbey, 
Milford; Holmberg & Douglas, Brook- 
line; W. E. Blanchard, Gloucester; 
Arthur Beaudet, Woonsocket; C. Ed- 
ward Cotter, Lowell; G. A. Borg, 
Springfield; A. U. Burque, Nashua, 
N. H.; L. G. Beers, Taunton; J. H. 
Derby, Jr., Cambridge; L. Jerome Eno, 
Skowhegan, Me.; D. Fortin, Waterville, 
Me.; Roy Foster, Providence; Robert 
De Montigny, Nashua, N. H.; R. S. 
Franks, Worcester; John Dow, Port- 
land, Me.; George Downie, Malden; S. 
Fineblit, Manchester, N. H.; George E. 
Frye, Augusta, Me.; F. P. & J. G. Gur- 
ney, Brockton; C. W. Hatch, Claremont, 
N. H.; C. J. Gidley, New Bedford; T. 
B. Gray, Providence; E. J. Hollister, 
Jr., Greenfield; W. F. & Ryon Keith, 
Portland, Me.; J. F. Kahl, Pittsfield; 
J. Malloy, Portsmouth, N. H.; Arthur 
Duncan, Portsmouth, N. H.; William S. 
Preston, Burlington, Vt.; Frank Mow- 
rey, Rutland, Vt.; Edward McClintock, 
Dover, N. H.; John Peterson, Needham; 
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Hollis & William Poor, New Bedford; 
P. H. Safford, Rochester, N. H.; W. A. 
Sawyer, Keene, N. H.; G. H. Wood, 


Manchester, N. H.; Joseph Spector, 
New Haven, Conn.; J. F. Kane, Hart- 
ford, Conn.; H.°E. Weston, Waltham; 
G. W. Stuart, Concord, N. H.; Allen 
Robertson, Framingham; L. S. John- 
stone. Hyannis, Mass., and H. L. Du- 
pre, Biddeford, Me. 





Nazi Diamond Loot 
Sold Here, U. S. Charges; 
Agent Naturalized Citizen 


Revelation of the disposition of part of 
the millions of dollars worth of dia- 
monds snatched by the Nazis in their in- 
vasion of the Low Countries was made 
on Jan. 28, when United States Attorney 
Mathias F. Correa revealed the indict- 
ment of suave, aristocratic Werner von 
Clemm, a naturalized citizen, said to 
have been in the confidence of most 
highly-placed German officials. 

A federal Grand Jury, sitting in New 
York, returned a true bill which charges 
that von Clemm and his Pioneer Import 
Corp., 15 William St., New York, was 
illicitly trading in confiscated diamonds. 
The authorities voiced the belief that 
proceeds were used for the dissemination 
of Nazi propaganda in this country. 

Technically von Clemm, his brother, 
Carl, and two other co-defendants, are 
charged with conspiracy to violate Presi- 
dent Roosevelt’s order prohibiting pay- 
ments involving properties in which 
Belgian or Netherlands nationals had en 
interest; to making false statements by 
asserting in invoices that the diamonds 
brought in were German products; and 
to placing on the American market goods 
imported on the basis of false declara- 
tions. 

While Customs agents managed to in- 
tercept $100,000 worth of the gems, it is 
estimated that von Clemm might have 
disposed of as much as $150,000 worth 
before the scheme was uncovered. Be- 
sides diamonds, the firm also dealt in 
semi-precious and synthetic stones, being 
sole agent for such German stones in 
the United States. 

Smuggling was not involved as the 
regular ten per cent duty on the cut 
stones was paid. 


War Crimps Low-Priced Jewelry 
(From page 109) 


companies are meeting fair success with 
the material. 

Leather means a sharp contrast with 
metal jewelry but at least one official 
has expressed confidence in the outlook 
for it as a suitable substitute. The cost, 
of course, varies with the amount of 
leather used but it is hoped that prices 
can be kept down to a reasonable level. 

There is almost unanimous agreement 
on one matter . . . stocks of low-priced 
jewelry at the end of the year will look 
a great deal different than those on hand 
when the year opened, and even the 
quantity is anything but assured. 

(More news about jewelry metals on 
page 133) 
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A.C Vercitral & Ca. Ine 


-* a, “| \- DIAMONDS 
CLOCKS - JEWELRY : SILVERWARE 


373 
WASHINGTON ST. \ 


“The House of Peri 
|- ALBERTS 


SONS, INC.- 


Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 


AMERICAN 
WATCHES 


Exclusively 
DIAMONDS 


1. ALBERTS SONS, Inc. 
‘WY 373 WASHINGTON ST., BOSTON gy 


WATCHES- x 


BOSTON 
MASS. 
































NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


four-Year Day Course 
For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 
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Summeta lic 


Gold on Sterling 


and STERLING SILVER 
REAL STONE JEWELRY 


Korot 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 





DIMIES 
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ROYAL DOULTON 
@nglish Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCATRN CORPORATION 
212 Fifth Ave. 





JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 





New York, N. Y. 





PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 








EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 


Meakin & Ridgway, Inc. 
129 Fifth Avenue, New York, N. Y. 








JEWELRY, GEM CUTTING 
and METALCRAFT 


By W. T. Baxter 


> Price $2.50 Postpaid 


Jewelers Circular-Keystone 


100 E. 42nd St., New York 
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Obituaries 


J. Craup Ray, Monroe, La., jeweler, 
died Feb. 1. 

J.T. Mason Smiru, 71, retired jeweler 
of Fairlawn, N. J., died Feb. 7. 

Juttus Frepertck Bross, 86, retired 
jeweler, died Feb. 7, at his Orange, N. J., 
home. 

JosePpH GotpscHMintT, 65, for 40 years 
a jeweler at Greenwich, Conn., died Jan. 
29, at his home in that city, after a long 
illness. 

Josepn J. Carr, 91, who conducted a 


Jewelry store in Niagara Falls for 69 


years, died Feb. 2. He started work in 
a jewelry store at the age of eight. 

ALEXANDER Hamitron, who retired 
from the retail jewelry business in Phil- 
adelphia four years ago, died on Jan. 18 
at his Quaker City home. 

Joun D. Dantets, 81, jeweler at Al- 
bion, N. Y., for more than half a cen- 
tury, died in his winter home in St. 
Petersburg, Fla., Jan. 27. He retired in 
1935. 

CuHartes W. Warren, 80, Detroit 
jeweler for a quarter of a century and 
founder of Warren & Co., Detroit store, 
died in January, at his California home 
after a long illness.- He retired in 1929. 

Wittram G. Mareva, 72, former em- 
ploye for many years of the old Duhme 
Jewelry Co., at Cincinnati, died during 
the past month at Morgantown, W. Va., 
where he had resided for the past 25 
years. 

Leonarp Scumint, 62, who had been 
engaged in the watch and jewelry busi- 
ness in Cincinnati for almost half a 
century, died from a heart attack, Feb. 
13. He had been in the watch repairing 
business in Cincinnati for 40 years and 
in the jewelry line for about nine. 

Crype M. Howarp. 71, jeweler of 
Westfield, N. J., died Feb. 1. During his 
50 years in the trade he had been em- 
ployed by Wiss in Newark, Thorworth in 
Elizabeth, and Brunner’s in Westfield. 
He had been in business for himself for 
ten years. 

J. H. Hampson, 34, expert watch- 
maker of Waltham, died Jan. 22, at a 
Boston hosnital. He was a crack rifle 
and pistol shot, for several years a mem- 
ber of U. S. National Guard state rifle 
and pistol teams in national, state and 
local matches. 

JeroME Wiener, 45, who with his 
brother, Harry Wiener, carried on one 
of the oldest diamond cutting plants in 
the United States, in New  York’s 
Maiden Lane, founded by their father, 
John Wiener, died suddenly on Feb. 1. 
He served in the Navy. He was a mem- 
ber of the Jewish Veterans of America. 

Benson FREEMAN, Sr., retired member 
of the firm of Myron E.’ Freeman, and 
Bro., Atlanta, Ga., died Jan. 29. In 
1915, he joined his brother, Myron E. 
Freeman, in establishing the jewelry 
business and he remained with the firm 
after his brother’s retirement several 
years ago until it was sold to Walter 
Thomas and his associates in 1940. 

Emanvet. Martz, 67, who has been 
associated with the jewelry business of 
Chicago for many years and head of 
Emanuel Maltz Co., Inc., 5 S. Wabash 
Ave., died on Feb. 14, while in the bar- 
ber shop of that building. His son, 
Harold, who had been associated with 
him for a number of years, will continue 
the business. 

Jutes L. P. Genriz, 75, of the fifth 
generation of Swiss watchmakers, who 





came to America at the age of 19, from 
LaChaux Fonds, Switzerland, died Feb, 
7, at his home in Monroe, Mich. He was 
employed as foreman in the old Colum- 
bus Watch Co. and in business for him- 
self in Monroe from 1901 until his retire- 
ment in 1925. His son, Paul L. Gentil, 
has continued the business. 

Hersert I. Korserc, 54, founder and 
president of the Pioneer Watch Case Co., 
Mount Vernon, N. Y., one of the out- 
standing figures in the metropolitan 
trade, died at his Mount Vernon home, 
Feb. 1. As a young man he was head 
of the case department of Barnett, 
Daniels Co., Providence. In 1918 he or- 
ganized the Pioneer Watch Case Co. with 
headquarters in Providence. In 1931 the 


HERBERT |. 
KOLBERG 





firm moved to New York and in 1938 
constructed its present plant in Mount 
Vernon. Sincere and unselfish “Herb” 
Kolberg possessed a warm and charming 
personality. He was the supporter of 
many charitable and civic affairs, and 
had only recently been appointed chair- 
man of the committee for the sale of 
Defense Bonds in Mount Vernon. His 
funeral was largely attended by jewelers 
as well as civic leaders. Mr. Kolberg is 
survived by his widow, Beatrice; a 
daughter, Cynthia, and a son, Abner, and 
a brother, Harry, both of whom are 
actively connected with the watch case 
firm. 

Wirttram D. Kearrne, 82, for more 
than half a century in the engraving 
business at 715 Sansom St., Philadelphia, 
died suddenly at St. Petersburg, Fla., 
where he had been vacationing in Jan- 
uary. Keating founded the Keating Co. 
but sold his interest in the firm some 
years age 2nd remained in business on 
Sansom St., where he was a member of 
the Sansom Street Business Men’s As- 
sociation. 

Wiuu1am G. Covrrnry, Norwood, O., 
former Cincinnati jewelry company of- 
ficial, died Jan. 29 in the veterans’ hos- 
pital at Chillicothe, O., after a long ill- 
ness. Before retiring in 1931 he had 
been sales’ manager of the Whitehouse 
Jewelry Mfg. Co., Cincinnati. He had 
been a member of the firm for about 15 
years, serving as salesman before being 
promoted. During World War I he was 
with the Navy Engineers’ office in Cin- 
cinnati. 

Warrer B. Snow, for nearly half a 
century connected with the Poole Silver 
Co., Taunton, Mass., died Feb. 18, after 
a series of heart attacks. Mr. Snow 
had been sales manager of the silver 
company for 50 years in association with 
three Poole brothers, former Mayor Ar- 
thur E. Poole, Howard and Albert 
Poole. He was a Royal Arch Mason, 
and a Mystic Shriner. He was keenly 
interested in all civic affairs and was 
highly regarded throughout the trade. 
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Witsur L. Hoven, salesman for many 
years with the old firm of N. H. White 
& Co., died at his home in West Haven, 
Conn., on Feb. 15, as a result of a heart 
atiack suffered two days earlier. He 
had been in ill health for several years. 
Since retiring from the jewelry trade he 
had been salesman for several West 
Haven concerns. A familiar figure in 
Maiden Lane, he had been a charter 
member of the Jewelers Fraternal As- 
sociation. 

Epwixn Gepsuarpt, 69, who had been 
in the manufacturing jewelry business 
in Cincinnati for more than 40 years, 
died Jan. 27, in his home at Pleasant 
Ridge. Although not in good health for 
several years he was confined to bed for 
only three days. He became affiliated in 
1900 with the jewelry firm founded by 
his brother, Victor Gebhardt. Later he 
became a partner, serving in that ca- 
pacity until 1922 when it was incopo- 
rated as Gebhardt Bros. Co. More re- 
cently he had been vice-president. 

DanieL H. Havens, widely-known to 
retailers throughout the South and 
Southeast where for 30 years he repre- 
sented the International Silver Co., died 
Jan. 29, at his home in Pasa Grille, Fla., 
where he had lived since his retirement 
in 1937. For several years previous to 
his retirement he was Southern Divisional 
Sales Manager in charge of the Atlanta 
office. Mr. Havens was a native of Con- 
necticut. His intimate knowledge of the 
retail trade and the silver business made 
him an important figure in the industry. 

Mixprep A. Kay, owner and manager 
of the John Kay jewelry store, 200 
Book Bldg., Detroit, died Feb. 13. 

After graduation from Detroit schools, 
she became associated with her father, 
the late John Kay, one of the founders 
of Wright, Kay & Co., retail jewelers, 
many years ago. Later he formed his 
own business. Early in life she quali- 
fied as a public accountant and eventu- 
ally took over the management of her 
father’s investments, and upon _ his 
death in 1932, became owner of the 
store and was its general manager un- 
til the time of her fatal illness. 

Ricuarp Scuacut, 84, a_ pioneer 
jeweler of Spokane, Wash., died late in 
February. Born in Berlin, Germany, 
this veteran jeweler first came to the 
United ‘States and to California, 64 years 
ago, and later spent several years in_Vir- 
ginia City, Nev., at the height of the 
gold rush. About 53 years ago he open- 
ed a retail jewelry store of his own in 
Spokane, Wash., when that city was a 
mere settlement in that “last frontier.” 
The disastrous fire of Spokane, a year 
later, swept away his store, but Mr. 
Schacht resumed business in a tent. He 
continued in the retail jewelry trade in 
Spokane until his retirement three years 
ago. 


Jewelry Manufacturing Ends 
In Two Australian States 


Jewelry, except wedding rings is in- 
cluded in a long list of articles, ranging 
from fur coats and men’s evening 
clothes, furniture, fancy goods of many 
lines, toys, horse and dog racing equip- 
ment, bath heaters and lawn mowers, 
the manufacture of which is pro- 
hibited after Feb. 28, in the Australian 
states of Victoria and South Australia. 
It is expected the prohibition will he 
extended to New South Wales as soon 
as the labor shortage there develops. 
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| Boys on the Road| 





q Sam H. Cohen, formerly of Aisen- 
stein, Woronock & Sons, Inc., New York, 
is now representing the Wilberg Jewelry 
Corp., New York ring manufacturers, 
and is now out in his territory. 

q A. Eichelbaum is a new salesman fo: 
Somers-Ernst Co., Inc., New York man- 
ufacturers, succeeding O. J. Somers, Jr., 
who has been called into the armed 
forces. 

q L. D. Percy, 31 N. State St., Chicago, 
who for the past 25 years has been in 
the jewelry trade covering the Middle 
West, is now handling the line of Gold 
Bros., New York manufacturers of gold 
and platinum jewelry. 

q Handy & Harman announces the addi- 
tion to its sales staff of Howard A. Day, 
who will be located in the metropolitan 
district with headquarters at 82 Fulton 
St.. New York. Mr. Day needs no in- 
troduction to the jewelry manufactur- 
ing industry in the locality, as he has 


HOWARD 
A. DAY 





for over ten years been located there as 
a representative for the D. E. Make- 
peace Co., Attleboro, Mass. Mr. Day, 
in his new capacity, will handle the gold, 
silver and refining requirements of 
jewelry manufacturers in and around 
New York. 

q Roy King, formerly of the Chicago 
office, but for several years in charge of 
the Ios Angeles office of Ostby & Barton 
Co., spent several days in Chicago dur- 
ing February visiting his many friends 
there and teaching the boys at the 
Jewelry Club the California technique of 
cribbage. 


q “Bill” Burns, for many years assuci- 
ated with the Chicago office of Inger- 
soll-Waterbury Co., a Canadian by 
birth, is now a_ full-fledged American, 
having received his final papers early 
in February. 

q Sidney Pearce, for 15 years a jewelry 
salesman in all parts of the United 
States, is the latest addition to the sales 


SIDNEY 
PEARCE 





force of the Gruen Watch Co., repre- 
senting the company in New York City. 


Mr. Pearce has spent the past 13 years 
traveling for Walter Lampl, and is 
well known throughout the jewelry 
trade. 

qleon Korman, of Chas. Ascherman & 
Co., Cleveland, has left for service with 
the Army, at Camp Perry, and has been 
replaced by Sanford Schneider. Max 
Korman has been added to the sales 
force and will cover Ohio, Pennsylvania 
and New York. 





Engaging in large promotion of de- 
fense stamps in his locality, “The Navy 
Yard City of Puget Sound,” with its 
vast shipbuilding program under way, 
Frank Calvert, head of Calvert’s jewelry 
store, Bremerton, Wash., urged all cus- 
tomers to “Stamp "Em Out,”—using this 
phrase to push the purchase of stamps as 


‘well as defense bonds. 
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“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 


e 
Send for Illustrated Catalog 
* 


ENRIGHT - LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 











HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 
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THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 











ASTLETON CHINA 


"DE LUXE TABLEWARE 


for the 


4 FINE CHINA TRADE 


MADEINAMERICA *® MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








“The House of Satisfied Customers” 


Decorators of Fine Dinnerware. 
Service Plates. Satin, Gold and 
Encrusted Specialties. 


ATLAS CHINA CO., INC. 


27 W. 20th Street, New York 
CHelsea 2-1522 

















LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 


Trenton. N. J. 


So 


LENOX — 
LENOX, INC. 
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new home. 


21 WEST 46TH STREET 





21 West 46th Street 
IS OUR NEW ADDRESS — 


Modern and larger quarters provide greater facili- 
ties to render more efficient service. 


A cordial invitation is extended you to visit our 


KASTENHUBER « LEHRFELD 


NEW YORK, N. Y. 











Remember Pearl Harbor 


PRECISION TIMING is a big factor in 
wartime operations. Let’s apply the lesson 
of Pearl Harbor to our work at home. 


Millions of workers require precision tim- 
ing in their Defense activities. You can 


help through the accuracy of watch repair 
work—done more quickly, more depend- 
ably, and more profitably for yourself with 
the aid of a WatchMaster. 


The WatchMaster gives you a printed 
record in 30 seconds showing the 
24 hour rate of any watch and the 
cause of any irregularity. 


American Time Products 


580 Fifth Ave. Ine J New York, N. Y. 


Distributors of Western Electric Watch-rate Recorders 
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‘ BELLEVUE 


“One of the Few 


Famous Hotels in 


P AMERICA, 





* — 
tanounces... FOR THE NEW SEASON} 


* . .. hundreds of rooms and baths modernized 
...abeautiful, new, completely air-conditioned 


” Coffee Shop—seating 400, open from early 
* breakfast to late supper, featuring finest food, 
modern service at really popular prices. Other 
* air-conditioned restaurants. Unsurpassed facil- 
ities for comfort and the enjoyment of true 
7 Philadelphia hospitality. Reasonable rates. 





BELLEVUE-STRATFORD 22, 


IN PHILADELPHIA 


CLAUDE H. BENNETT, General Manager 
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War Alloys for the Jeweler 


Certain white- and green-hued gold alloys contain little or no metals 


needed for war and thus will probably escape priorities control: 


ruthenium already substitutes for iridium; palladium golds in comeback 


by C. M. HOKE, chemist, 
The Jewelers Technical Advice Co., New York 


HE present shortage of many of the base metals 

is making revolutionary changes in jewelry manu- 
facture. It might not at first occur to the layman that 
a shortage of copper, nickel, and zinc would work hard- 
ships on the makers of high-grade jewelry. But when 
it is recalled that almost all gold alloys contain some 
copper, and many others contain nickel and zinc, the 
impact of priorities is explained. Inexpensive jewelry, 
of course, contains much higher percentages of those 
metals, and the “white metal” novelty jewelry contains 
the highly critical tin. 

The first reaction of many manufacturers of low- and 
medium-priced jewelry was to turn to silver, a metal 
which now is both plentiful and relatively cheap, and 
which we all think of as appropriate to jewelry. Much 
sterling silver costume jewelry has appeared, and 
rolled gold and filled goods are being made on a silver 
base instead of the pre-war brass or copper-nickel-zinc 
alloy. But sterling silver normally contains 75 parts 
copper per 1000, and it may be that copper will be re- 
stricted in this application. 

However, the situation is far from hopeless. Certain 
gold alloys and five out of the six platinum-group metals, 
remain to us, and perhaps some new and hitherto unused 
metals and alloys may soon be serving our ancient in- 
dustry. 

For several years now Dame Fashion has favored 
the yellow gold alloys. But with the shortage of cop- 
per, gold alloys of this color may conceivably have 
to make their exit, whether Dame Fashion likes 
it or not, and if so, it is thought that the whiteness of 
silver and platinum, and the green of the silver-gold 
alloys.may regain their place in the spot-light. 


18-K GREEN GOLD HAS NO STRATEGIC METALS 

One old and tested alloy that may now return is 18-k 
green gold. Made up of 25 parts silver to 75 parts 
gold, in color it is a clear, pale green, very handsome, 
especially with pearls, amethysts, emeralds and dia- 
monds. It is softer than the 14-k green golds (which 
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contain a little copper and perhaps some zinc) but less 
inclined to tarnish; also under proper fabrication it can 
be hardened noticeably. About 20 years ago it had 
quite a vogue, and some pieces left over from that era 
show that in spite of its slight softness it has stood up 
well where properly employed. The fact that it con- 
tains only precious metals—no strategic metals at all— 
gives it a patriotic and sentimental appeal at this time. 

Some of the other green gold alloys, mentioned above, 
contain small amounts of copper (and possibly zinc) in 
addition to a generous percentage of silver, and they 
may have a vogue if the WPB rulings so specify. These 
have good working qualities and should be well liked. 

The 18-k alloy, the one containing only gold and sil- 
ver, has an interesting peculiarity. It is practically 
insoluble in any acid or combination of acids. This 
endears it to the seller, but unless recognized and al- 
lowed for, can complicate matters for the refiner. Thus, 
it contains so much gold that nitric acid will not attack 
it, and it contains so much silver that aqua regia has 
almost no effect upon it. (Aqua regia converts the 
silver into an adherent coat of insoluble silver chloride, 
which protects the underlying metal and stops the re- 
action within a short time.) The refiner, therefore, will 
probably do one of the following: Melt it up with suf- 
ficient gold (or copper or brass) to make the mass solu- 
ble in aqua regia; or melt it up with enough silver (or 
copper or brass) to make it yield to nitric acid; or dis- 
solve it in a cyanide bath with the help of an electric 
current. 


PALLADIUM GOLDS 

Another alloy that may now stage a comeback is 
palladium-gold. Old-timers will recall that the first 
white gold to be used, back in the days of the first 
World War, when Uncle Sam took over the platinum, 
was palladium-gold, a simple alloy running about 19 
parts gold to 5 of palladium. It was almost as white 
as platinum, easy to work, though a little soft, and com- 
pletely non-tarnishing. 
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For the Gem Expert 
Student of Gemology 
Connoisseur 


Book 


GEMSTONES $4.00 
G. F. Herbert Smith 


This new 9th Edition again takes its place as 
the leading book for the study and determina- 
tion of gems. 


DIAMONDS 
Frank B. Wade 


For the jeweler or prospective purchaser de- 
siring to determine grades of excellence in 
diamonds. 


DICTIONARY OF GEMS 
R.J. Rogers 


A compact book containing definitions of 
stones handled by Jewelers. 


GEMS AND GEM MATERIALS 


Drs. Kraus & Slawson 


A treatment of the forms, properties, forma- 
tion, occurrence and characteristics of gems 
and gem materials. 


GETTING ACQUAINTED WITH 
MINERALS 

George L. English 
An intensely interesting book for beginners 
in mineral study and collecting. 


HANDBOOK FOR THE AMATEUR 
LAPIDARY $2.00 
J. H. Howard 


Contains information necessary for the ama- 
teur and some technical data for professional 
lapidists. 


PEARLS 
W. J. Dakin 


Important facts about pearls, pearl fishing and 
pearl formation. Contains many illustrations. 


STORY OF THE GEMS 
H. P. Whitlock 


Describing the ancient and modern uses of 
gems, factors upon which values are based 
and many curious facts. 


TEXT BOOK OF PRECIOUS 


STONES 
Frank B. Wade 


Just what the title implies—a text book for 
jewelers and the gem loving public. 


A KEY TO PRECIOUS STONES 
L. J. Spencer 


A basic scientific text and reference book on 
mineralogy of precious stones. 


PRECIOUS AND SEMI-PRECIOUS 
Michael Weinstein 


A very useful short book containing much 
valuable information. 


All prices net—no accounts opened for book purchases. 
No books sent on approval. Prices subject to change without notice. 


Send Remittance With Order 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. 56th and Chestnut Sts. 
New York, N. Y. Philadelphia, Pa. 
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At that time palladium cost several times as much as 
gold, which was then only $20.67 an ounce, and the 
effort therefore was to use as little palladium as would 
accomplish the necessary whitening to permit the alloy 
to substitute for platinum. A little silver was some- 
times added to cut down the cost. Very soon the nickel- 
golds appeared, nickel being an efficient whitener and 
of course quite cheap, while the nickel-golds were hard 
and strong. But today the whole sittfation is reversed; 
gold costs $35 an ounce, palladium costs only $24, and 
nickel is on the critical list. We therefore look for a 
return of the high-palladium golds, with or without sil- 
ver. The fact that they are all-precious-metal is in 
their favor, and while they are not quite as white as 
the nickel golds when new, they differ in that they do 
not tarnish, but kéep indefinitely such whiteness as they 


do possess. 


PLATINUM-GROUP ALLOYS ~ 


Following the last war, the government accumulated 
a large store of platinum-group metals, sufficient for 
most war-time purposes. Also, many substitutes have 
been worked out during the last 20 years. Even so, 
there is still military need for one of the group—iridium 
—which was one of the first metals subject to restric- 
tion. Fortunately for the jeweler there is a good re- 
serve of ruthenium, palladium and rhodium, and it seems 
probable now that we shall be able with these metals 
to carry on our industry. Platinum hardened with 5 
per cent ruthenium. has been in use for ‘some time, re- 
placing the iridium-platinum alloys. 

Another alloy that may enter the scene is palladium 
hardened by the addition of others of its group. A 
typical formula is 95 parts palladium, 2 to 4 parts 
ruthenium, and the rest rhodium. Because of its low 
specific gravity, an ounce of this alloy goes almost twice 
as far_as an ounce of iridium-platinum. The working 
quality is good, the color precisely the same as that of 
platinum, and it does not tarnish. At present prices, 
such alloys should be popular in many applications, but 
since they complicate the routine of the melter and re- 
finer, their initial economy should not be overrated. 


METALS NEW TO THE JEWELER 


Our grandfathers in the industry managed to get 
along nicely and make beautiful jewelry, using only 
gold, silver, copper and zinc. Our fathers had to make 
the acquaintance of several new metals; first platinum 
and iridium; then palladium; then chromium; then 
rhodium, osmium, ruthenium. Meanwhile nickel and 
cadium had come in as alloying metals. The end is not 
yet. 

Already we have been hearing about one more new- 
comer, namely indium. Indium is a white metal, still 
rare and expensive, belonging to the same group as 
aluminum, and resembling zinc, lead and tin in one char- 
acteristic or another. It was discovered in 1863, and 
up to 1927 only a few grams had been collected and 
purified. It is found in the flue-dust produced in the 
smelting of certain lead and zinc ores, and while it is 
not plentiful, the main reason for its present high price 
is the fact that there has not been enough demand to 
justify recovery. We are assured by the dealers that if 
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demand increases, the present price of around $12.50 an 
ounce will be reduced. Le See 

Indium in massive form is soft, ‘smooth and rather 
oily as to surface, and almost ‘as white as silver. Its 
melting point is low, its specific gravity about the same 
as that of tin. It forms alloys with gold and silver, 
some of which may turn out to be useful commercially. 
It is being used as a component of some dental gold 
alloys, and can be electro-deposited to give a hard, 
bright and handsome finish that does not tarnish. 

The question now comes to mind: What are the re- 
search men doing about other metals and other alloys? 
The answer is that while they do not promise great 
things it is not for lack of trying. Laboratories and 
shops all over the world are active, and learning more 
in months than was previously dug out in years. Alumi- 
num-gold, to mention just one of the possible gold alloys, 
was studied first by Roberts-Austen, assayer of the 
Royal Mint in London, in 1890. He noticed the beauti- 
ful but brittle purple alloy, known as AuAl,. In 1900, 
and again in 1914, Heycock and Neville took up this 
same series; so did many others; as late as February 
1938 another thorough-going study of this same pair of 
metals was reported on by Coffinberry and Hultgren, 
working at Harvard. Many a jeweler has made his 
own attempts. But the problem has many unsolved as- 
pects. Yes, many other metals besides those mentioned 
have been alloyed with gold. Indeed, Roberts-Austen 
in one paper reports on tests he made on alloys of gold 
with 17 different metals, including thallium, rhodium, 
bismuth, tellurium, and others even less promising. As 
for silver alloys, years of research have been spent on 
one alloy alone—sterling silver—and the search goes on 
feverishly today. 

Meanwhile, the jeweler can perhaps comfort himself 
with the thought that jewelry is so much a part of our 
cultural inheritance, no matter what storms may threat- 
en it today, it will return to us in the future, perhaps 


even more glorious than ever. 


BRITISH HALT GOLD JEWELRY MANUFACTURE 


Unlike American jewelry manufacturers, British 
jewelry makers are suffering at this time more from a 
dearth of gold than of base metals for alloying purposes. 

Limitation of Supplies-Order No. 13, put into force 
by the British Government on Jan. 1, forbids the use of 
gold by jewelry manufacturers. It prevents the sale of 
gold by manufacturers, but does not restrict the sale of 
gold by wholesalers or retailers in any way. Possibly 
this may come later, British jewelers fear. 

Manufacturers in that nation have been asked to sub- 
mit itemized inventories of their stocks, some of which 
may be released. Nine karat hall-marked gold wedding 
rings will be made in a standard weight by certain 
wedding ring manufacturers. Apart from this, no more 
British gold goods will be made. The manufacture of 
gold watch cases is included in the order. 

Diamond cutters are limited in their sales in the Brit- 
ish market to 25 per cent of their production, the balance 
of 75 per cent having to be exported. Thus very few 
fresh goods are available for the British trade. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


on the stone. To lessen the draw, move the-stone in a 


TONE-SET BEZEL—A very old watch I have for 
repairs has around the bezel a circle of small cut 
stones; don’t think they are diamonds, but some other 
kind of white stones. But the metal ring they are set in 


is tarnished a dull grayish color; what is this metal, 
(Question No. 5405.) 


and how can I clean it like new? 
N.S. 

Answer—lIn many of the old watches we have exam- 
ined, with stone-set bezels like on your watch, the metal 
of the setting-ring is block tin, which is probably the 
metal in the watch you have. The other metal generally 
used for this part of old watch cases is silver; but silver 
would tarnish more black than gray, so tin is no doubt 
what you have to polish. We advise using Vienna lime 
and alcohol, applied with either a hand-brush or a bristle 

wheel brush on a polishing lathe. Or you could substi- 
tute for lime and alcohol, whiting and water; but the 
other is pleasanter to use; alcohol evaporates and is not 


ce > . 
as messy as the water mixture. 


ILSTONE—Can you say any reason why writers 
recommend only hard Arkansas oilstone for sharpen- 
ing drills, gravers, etc., when there are so many other 
substances for sharpening tools? (Question No. 5406.) 


E. O. M. 
Answer—A concensus of opinions of the majority of 
watchmakers and toolmakers is that the stone you men- 
tion produces the keenest, longest-lasting edges on tools 
for cutting steel; this is naturally expressed by many 


writers on this subject. 


HANGING DRAW—Wish you would give me just 


a quick idea how to change draw on pallet stones, 


direction contrary to the above. The shifting of stones 
is to be done as if swinging them on the center of the 


top of the stone. 


RILL PROBLEM—What can be done when a 


pivot-drill stops cutting in the hole? Sharpening 
(Question No. 


the drill doesn’t make it cut as at first. 
5408.) R. L. 
Answer—In this case, what has happened is that the 
drill has burnished or compressed the steel surface at 
the bottom of the hole; the drill may have become dull; 
then it tends to slip instead of cut, forming a hard crust 
on the steel. What is needed is to substitute a drill with 
its cutting edges at a different angle; this will attack 
the burnished surface, cutting it along its edges instead 
of pressing along the entire surface of the hardened 
crust, and the latter will be removed so a proper drilling 


action becomes possible again. 


ONOMETALLIC BALANCES — Please explain 
the advantage in the new monometallic watch 
balances. (Question No. 5409.) J. F. 


Answer—The advantage is in the alloy-steel hair- 
springs rather than in the monometallic balances used 


with them; these hairsprings (Elinvar, Elginium, Niva- 
rox, Conoruma, etc., are trade-names for them) are prac- 
tically unaffected by changes in temperature, so that bi- 
metallic compensating balances are unnecessary with 
these springs, and an uncompensating balance made of 
one metal-“monometallic” is used with them. 


EGULATOR CLOCK—Where can I get the correct 
batteries for a regulator clock with name on dial, 


New York Standard Watch Co.? The case is four feet 


long, hangs on wall. Magnets pull on a bar fastened to 
pendulum rod; this also has a knife edge that closes a 
switch to make impulse. Batteries are missing. (Ques- 


tion No. 5410.) D. E. C. 
THE JEWELERS’ CIRCULAR-KEYSTONE 


not any theory but only any simple rule. (Question No. 


5407.) M. B. 
Answer—To increase the force of draw, warm the 


cement holding a pallet stone, and push the acting end 
of the stone toward the escape-wheel tooth next to act 
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Answer—Clocks like yours have not been made for 
some 30 years, but the correct batteries for them are 
standard 114-volt dry-cells, obtainable from electrical 
supply stores everywhere. Two of these cells will suffice 
for driving the clock, if the circuit is in order and the 
contacts on switch are clean. 


G RAPHITE OIL—Do you advise this graphite oil 
JI for clocks? What is the advantage in it? (Ques- 
tion No. 5411.) M. N. 


Answer—Mixtures of oil with graphite have been 
used for lubricating heavy machinery for many years; 
rather recently they have been marketed for lubricating 
clocks, watch mainsprings, and for other horological 
purposes. We do not consider that they have been long 
enough nor widely enough used as yet, for a reliable 
judgment to be formed about their merits. One thing 
we do suggest is that eventually they would need to show 
marked technical advantage, to offset the practical dis- 
advantage of messiness of the black grease, that is hard 
to remove from furniture, hands, etc., where it isn’t 
wanted. 


sea HANDS—When rust has been removed 
from steel hands, it is hard to reblue them and get 
the color evenly over the hands. Nearly always, color 
is lighter at both ends than towards the middle of a 
hand. Please advise on this. (Question No. 5412.) 
O. D. 


Answer—The trouble stated indicates that you re- 
blue hands by laying them on a hot plate; then, heat 
travels from the ends in contact with the plate, and the 
ends become overheated by the time the hand between 
them has had heat enough to blue it. A small metal box, 
filled with clean white sand surrounding the hand and 
laid on the hot plate or over a smokeless flame, will 
carry heat evenly to all parts of the hand and color it 
uniformly. To judge the progress of coloring of hands 
buried in the sand, an old hand-polished white, or sim- 
ilar piece of steel, laid on top of the sand, is convenient. 


ATHE CHUCKS—In a lot of used lathe chucks for 
sale here, some have countersinks on the face; I 
understand these are for holding jewel-settings for turn- 
ing, burnishing, etc. Are they good for those purposes? 
There are plenty without countersinks, to pick from. 
(Question No. 5413.) F. R. 


Answer—We recommend choosing the chucks with- 
out the jeweling countersinks. In manufacturing 
chucks, the countersinks are turned in; then the holes 
are ground true after chucks are hardened; in some 
cases, a chuck may therefore have a true hole but a 
slightly untrue countersink. A job of jeweling done with 
one of these would, of course, be untrue. The best de- 
vice for holding jewel-setting work is the stepping de- 
vice. This is a set of flat-faced plugs of assorted di- 
ameters, to be inserted in a wire chuck to form a recess 
for a jewel-setting, which is rotated by the true hole of 
the chuck. The plug is held in a rod through the lathe- 
spindle, by which it is adjusted in position or withdrawn. 


ASHING CHAMOIS—Is there any trick for 
washing chamois skins without having them get 
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stiff after they are dry? (Question No. 5414.) E. L. T. 


Answer—Wash the skin thoroughly in warm water 
with soap. Any neutral soap will do; but if you would 
avoid chance, Ivory soap may be used with confidence. 
The “trick” then is, after thorough washing and rins- 
ing, to rub some more of the soap on the wet skin; 
knead the suds well through the skin; wring out as much 
as you can, and hang up to dry; the trace of soap left 


_ in the skin will prevent its stiffening as it dries. 


RANSFER PADS—What kind of gum is used for 

transfer-pads for engraving? Sometimes I get a job 
requiring a pad of different measurements from pads I 
can buy, and am wondering if gum could be obtained 
that I could melt and cast into any size or shape I need. 
(Question No. 5415.) G. C. 


Answer—The best material for transfer pads is ordi- 
nary printers’ roll gelatine, used for inking-rolls on 
printing presses. A local printshop might be able to sell 
you some of this gelatine, or could tell you where to buy 
it. It can be melted in a double-boiler, and cast in a tin 
box or anything that could be fixed up of the shape and 
size for your transfer pad. 


OLD SOLDER—When filling up a worn place in a 
watch bow, solid gold, is it all right just to fill the 
space with solder, or is some other way better? (Ques- 
tion No. 5416.) R. W. W. 


Answer—lIf the worn-out space is large, it is better 
to cut a piece of 14 karat gold to fit it, then solder this 
in, and trim and finish it. Solder of karat to melt in the 
bow would be softer and would wear faster than a piece 
of gold soldered in as suggested. 


ALANCE SCREWS—Please explain the best way 

to take some weight off of balance screws, when 
poising balances or for regulating when to bring a 
watch to time would put the regulator too far over to 
one side. (Question No. 5417.) J. K. 


Answer—The most convenient way to lighten bal- 
ance screws in the right way is to use a balance-screw 
undercutter. This is a small hollow-end milling tool 
mounted on a handle like a watch screwdriver, sold in 
sets of several different sizes suitable for bracelet and 
pocket watch screws. Applying the cutter to the shoul- 
der of a screw while held in a balance-screw holder, 
remove some metal, leaving the outside of the screw- 
head intact. Exactly the same amount of weight is to 
be removed from opposite screws, for regulating; this 
can be controlled by using a balance screw scale. In 
poising, the weight removed is of course judged by the 
poising tool. 


COTTISH GEM—An old lady showed us a heavy 

watch fob with a big stone in the bottom of a gold 
pendant; cut like an old mine diamond, of a brownish 
yellow color. She says her grandfather brought it from 
Scotland about 150 years ago. Can you tell us what the 
(Question No. 5418.) P. N. 


Answer—Although ordinarily we would not attempt 
to identfy a stone without seeing it, in this case we be- 
lieve it safe to say that this stone is the variety of quartz 
known in Scotland as cairngorm. 


stone is? 
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Special Notices 


Payable invariably in advance. 

Rates under ali headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional word 5c. a 
word. 

Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper cortaining their adver- 
tisement. 

Special notice forms close 20th of 
month, 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 

Fo avoid unnecessary correspon- 
dence: mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 


Situations Wanted 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





ENGRAVER, out of draft, experienced cn 
most merchandise. Address “‘W., 1477,” 
care Jewelers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished: no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, IIl. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver: over 30 years’ ex- 
perience; best references. Address “E., 
1484,” care Jewelers’ Circular-Keystone. 





SALESMAN, young man, married, knows 
retail credit business from A to Z; 
now employed, desires change vicinity 
New York. Address “G., 1516,” care 
Jewelers’ Circular-Keystone. 





FIRST CLASS diamond setter on 
platinum and gold jewelry, willing to 
go anywhere for reasonable salary and 
steady job. Address “F., 1515,” care 
Jewelers’ Circular-Keystone. 





~ 

YOUNG LADY, complete knowledge «and 
experience handling and selling dia- 
mond jewelry, etc., desires connection 
with reputable concern. Address “F., 


1487,” care Jewelers’ Circular-Keystone. 


MATERIAL MAN, thorough knowledge 
of Swiss and American materials, like 
to locate with first class house; must 
be permanent; out of draft age. Ad- 
dress “T., 1560,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, selling to jobbers, post-ex- 
changes, etc., desires line cigarette 
lighters, bracelets, compacts, earrings, 
also marcasite and sterling jewelry. Ad- 
dress “‘D., 1570,” care Jewelers’ Circu- 
lar-Keystone. 





ESTIMATOR on watch, jewelry repair- 
ing; can do watch repairing; can pro- 
duce results in a good store; New York 
City or vicinity; salary, $50 per week. 


Address “P., 1555,” care Jewelers’ Cir- : 


cular-Keystone. 





WATCHMAKER expert on Swiss and 
American; number of years’ experi- 
ence; clock and jewelry repairman ; 
Bowman graduate; best of references. 
Address ‘“H., 1497,” care Jewelers’ Cir- 
cular-Keystone. 





PEARL STRINGER, young lady, many 
years’ experience in stringing, design- 
ing seed pearls; first class New York 
references ; will consider part time posi- 
tion. Address “G., 1552,” care Jewel- 
ers’ Circular-Keystone. 





MANAGER or salesman, 20 years’ ex- 
perience in credit and retail jewelry 
business; complete knowledge of buy- 
ing, selling, credits, collections and 
bookkeeping. Address “Occupant,” 4228 
Normandy, Dallas, Texas. 





JEWELRY DESIGNER, sample maker 
of rings, mountings and wedding rings, 
for casting or tool work, able to create, 
desires New York City or Newark 
position. Address “B., 1347,’’ care 
Jewelers’ Circular-Keystone. 








SALESMAN, 26, deferred, neat appear- 
ance, experienced every phase of re- 
tail jewelry store, credit experience, 
desires position with future; New York 
or vicinity. Address “A., 1322,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge for manufac- 
turing jewelry concern; knowledge 
stenography and typing; thoroughly 
familiar factory routine; capable tak- 
ing full charge. Address ‘“K., 1453,” 
care Jewelers’ Circular-Keystone. 





EXPERT manufacturing jeweler, setter, 
with good background, well trained; 
capable designing platinum — special 
orders, etc.; permanent with retail con- 
cern; references. Address “Q., 1545,” 
care Jewelers’ Circular-Keystone. 





MANAGER, A-1 salesman; competent: 
18 years’ experience in the _ credit 
jewelry business; capable of taking full 
charge; now employed, desires change; 
excellent references. Address “G., 1538,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER, A-1 mechanic; Swiss, 
American watches; 20 years’ experi- 
ence; Bradley graduate; age 48; con- 
sider change; salary $55; references: 
experienced, railroad inspection. Ad- 
dress “G., 1496,” care Jeweler’ Circular- 
Keystone. 








FIRST CLASS watchmaker, capable of 
taking complete charge of repair de- 
partment, wishes position in good store 
somewhere in the South; can take care 
of railroad work and inspection. Ad- 
dress “E., 1448,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER and engraver; depend- 
able, capable, no bad habits; good ap- 
pearance and personality; skilled in 
timing and adjusting R. R. watches; 
43 years’ experience; West or Middle 
West. Address “F., 1450,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, 25 years’ experience, 
railroad and smallest wrist watches; 
good estimator; capable managing re- 
pair department, also high class sales- 
man and engraver; neat and depend- 
able. Address ‘H., 1542,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN with buying, display, ad- 
vertising, credit, collection and typing 
experience; proven ability; reference; 
age 44; commission basis with guar- 
antee satisfactory; Chicago district 
preferred. Address “E., 1571,” care 
Jewelers’ Circular-Keystone. 





SWISS watchmaker, A-1 mechanic, ¢x- 
perienced estimator, college graduate, 
selling ability, desires to join first class 
organization; single, neat appearance, 
age 28, militarily deferred; salary $60; 
references. Address ‘“B., 1568,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, highly trained and ef- 
ficient, fast and accurate; thoroughly 
experienced front man, estimator, sales- 
man; married; Protestant; excellent 
appearance and personality; first class 
storey only. Address “E., 1376,” care 
Jewelers’ Circular-Keystone. 





JEWELRY DESIGNER, stylist, with 
creative and executive abilities; experi- 
enced in diversified fields; silver, gold, 
platinum, fine costume and syndicate 
jowelry, desires permanent position 
with reliable firm. Address “T., 1506,” 
care Jewelers’ Circular-Keystone. 





FIRST CLASS watchmaker desires posi- 
tion with a firm where close timing and 
production is required on baguettes, 
Swiss complicated and railroad watches ; 
25 years’ experience, foreign and Amer- 
ican; recommendations furnished. Ad- 
dress “J., 1305,” care Jewelers’ Circu- 
lar-Keystone. 





MANAGER, long’ experience, chain 
methods, take complete charge, selling, 
credits, merchandising, advertising, 
promotions, window display: real 
executive, age 47; consider only man- 
agership with reputable concern. Ad- 
dress ‘fH., 1539,’’ care Jewelers’ Circu- 
lar-Keystone. 





REPAIR CLERK, age 58, now actively 
employed as combination bench and 
counterman; 40 years’ practical ex- 
perience repairing, estimating, selling; 
wishes charge of repair department 
with no actual benchwork requirements. 
Address “V., 1476,” care Jewelers’ Cir- 
cular-Keystone. 





CAPABLE WOMAN, many years’ expe- 
rience wholesale jewelry; take charge 
office and inside selling; conscien- 
tious, dependable; unquestionable 
references. Address “‘C., 1510,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, highly — skilled me- 
chanic; 30 years’ experience, with best 
American jewelers as front and shop- 
man; competent on all fine and small 
watches; have good tools and best of 
references; chain stores and_ trade 
shops excluded. Address “L., 1521,” 
care Jewelers’ Circular-Keystone. 





SALESMAN, territory Pittsburgh to 
Omaha, travels automobile, desires 
outstanding line to sell cash and 
credit jewelers; unquestionable ref- 


ences character, ability. Address 
*A., 1480,” care Jewelers’ Circular- 
Keystone. 





CREDIT STORE manager, buyer avail- 
able; employed; experienced with mod- 
ern installment methods of operating: 
good recommendations ; capable of tak- 
Ing complete charge of sales, credits 
and collections; original ideas on ad- 
vertising layouts; Southeast preferred. 
Address “M., 1504,” care Jewelers’ Cir- 
cular-Keystone. 





THOROUGHLY experienced, capable 
jewelry man; knows every phase; A-1 
salesman; 24 years buying for and 
managing jewelry businesses, both 
small and large, up to $875,000 year; 
familiar modern methods, store prac- 
tice; experienced advertising, layont 
man; go anywhere; investigate. Ad- 
dress “B., 1439,” care Jewelers’ Circu- 
lar-Keystone. 
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CREDIT STORE, manager-buyer, now 
employed, desires change; familiar with 
modern installment methods of operat- 
ing; good recommendations; capable of 
taking complete charge of buying, sales, 
credits and collections; creative window 
trimmer and original ideas on promo- 
tional work and advertising layouts. 
Address “K., 1500,” care Jewelers’ Cir- 
cular-Keystone. 


MANAGER and buyer, Gentile, age 50, 
available April 15; 20 years’ experi- 
ence in large, exclusive, cash _ retail 
stores; past six years employed in 
credit store; interested in better pay- 
ing, permanent position with concern 
that is willing to compensate according 
to ability to produce; present salary 
$2,600 yearly. Address ‘‘R., 1470,” care 
Jewelers’ Circular-Keystone. 


MANAGERIAL position of responsibility 
wanted with reliable and reputable re- 
tail credit jewelry firm; possess over 
20 years’ diversified experience in 
Jewelry industry; thoroughly equipped 
to take care of buying, selling, stock 
control, window displays, advertising, 
etc., last position in complete charge of 
six jewelry units for retail credit 
chain organization. Address “R., 1544,” 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, 14 years’ experience, in- 
telligent, capable, assume charge order 
and service department; Elliott-Fisher 


billing, stock, perpetual inventories, 
showroom and counter selling; assist 
in purchasing merchandise, control 
catalog orders and contracts; assist 


manager where system and efficiency 
are desired ; volume detail worker, re- 
tentive memory, seeks responsible posi- 
tion. Address “E., 1253,” care Jewel- 
ers’ Circular-Keystone. 


SWISS watchmaker, apprentice trained, 
20 years’ experience, desires position 
with well established reputable firm; 
highly skilled in repairing and timing 
watches, regardless of make: 6r com- 
plexity; intelligent estimator} good 
personality and appearance for meet- 
ing public in service or sales capacity ; 
capable of managing department; age 
37; married; draft exempt; salary $65 
week or comparable commission. Ad- 
dress “E., 1492,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, 20 years’ at bench; 
store and importer’s experience; age 
40, Hebrew. married, two dependents, 
citizen; willing to settle out of New 
York; thorough knowledge of all jewel- 
ry merchandise, including details of 
diamonds, remodeling and design sug- 
gestions; proven selling ability; in- 
timate connections with leading whole- 
sale and manufacturing houses; capa- 
ble of assuming full responsibility ; 
propositions considered only from re- 
putable, highly rated organizations; 
salary expected $3,500 or satisfactory 
drawing plus commission; exchange of 
New York references. Address “H., 
1517,” care Jewelers’ Circular-Keystone. 


EARNER NO IEC 
Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











SALESMAN with established jewelry 
and watch material jobbers, for many 
years, East and Middle West, desires 
line of solid gold or novelty jewelry. 
Address “R., 1505,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN ; carrying complete jewelry 
line; large following, New Jersey, Con- 
necticut and neighboring territory; in- 
terested in mounted and loose goods; 
commission basis. Address “A., 1488,” 
care Jewelers’ Circular-Keystone. 


SALESMAN with established trade, call- 
ing on jewelry stores, New York City, 
Philadelphia, Baltimore, Washington, 
New England, desires side line; refer- 
ences furnished. Address “A., 1287,” 
care Jewelers’ Circular-Keystone. 





WELL established, responsible firm 
selling nationally advertised products to 
jewelers in Metropolitan New York 
area and States of Connecticut, New 
York and New Jersey, desires sterling 
silver and gold merchandise to market 
in addition. Address “M., 1522,” care 
Jewelers’ Circular-Keystone. 





SALES organization with Chicago show- 
room, covering large and medium sized 
cities in Middle and Northwest; losing 
lines due to present conditions; selling 
to department stores, jobbers, mail 
order houses and large retail jewelers; 
open for good line on commission basis. 
Address “Circular 1321,’ Room 1415, 
Heyworth Bldg., Chicago. 


SALESMAN, 20 years’ experience 
throughout Middlewest, with excep- 
tionally large following among job- 
bers and large installment jewelers, 
has opening for manufacturer’s line; 
commission. Address “Circular 
1320,” Room 1415, Heyworth Bldg., 
Chicago. 








SALESMAN, covering Midwest States, 
desirous representing snappy gold 
ring manufacturer’s line; travels 
auto with chauffeur, calling on cash 
and credit jewelers; unquestionable 
references ability, character. Address 
“B., 1481,” care Jewelers’ Circular- 
Keystone. 








Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN for New York City and sur- 
roundings, one with a following among 
wholesalers and larger users, to sell a 
very nice line of ladies’ gold rings. Ad- 
dress “S., 1557,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN wanted with good following 
among New York jobbers for fine line 
of gold and platinum mountings; all 
replies held strictly confidential. Ad- 
dress “C., 1479,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN = wanted for Middle West 
only, to carry manufacturer’s side line 
of ladies’ gold ring sets, fancy stone 
rings; also men’s stone rings; in re- 
plying state experience. Address “P., 
1463,” care Jewelers’ Circular-Key- 
stone. 





SALESMAN wanted New England terri- 
tory for factory side line of men’s and 
ladies’ gold rings composed of regula- 
tion and new modernistic designs; 
state experience and references in re- 
plying. Address “R., 1464,” care Jewel- 
ers’ Circular-Keystone. 





SALESMEN, all territories, for pocket 
side-line, direct to retailer, new 
patented ring; see our advertisement 
page 22; apply by mail only, giving 
full details of territory covered and 
lines carried. Remembrance Ring ‘o., 
1.W. 47th St., New York City. 





SALESMEN for Southwest and Middle 
West, to represent manufacturer of an 
unusually fine line of sterling silver 
jewelry, with trade amongst the better 
retail jewelers and department stores; 
commission basis; give full particulars. 
Address “C., 1531,’’ care Jewelers’ Cir- 
cular-Keystone. 


SALESMEN with jobber following, cover- 
ing South, Middle West, East excluding 
New York, New Jersey, Philadelphia, 
to carry manufacturer’s established ad- 
vertised line of watch cleaning solu- 
tions, jewelry cleaner, crystal cement, 
vatch oils; interesting proposition. Ad- 
dress “M., 1457,” care Jewelers’ Circu- 
lar-Keystone. 








BHelp Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELER, platinum assembler, capable 
of doing special order work; steady, 
permanent. Whitehouse Bros.,_ Inc., 
Cincinnati, Ohio. 
GOOD watchmaker, not in the draft; 
a pleasant place to work where it is 
Summer all Winter. S. I. Echelbarger, 
Fort Myers, Fla. 











WANTED assistant engraver for perma- 
nent position in a large city in Louisi- 
ana. Address “P., 1469,” care Jewel- 
ers’ Circular-Keystone. 

WATCHMAKER wanted; $60 a week 
plus bonus; pleasant surroundings ; air 
conditioned store; permanent position. 
Gabriel’s, Mobile, Ala. 








A GOOD combination watchmaker, just . 
above draft age, for a responsible posi- 
tion. Address “M., 1547,” care Jewel- 
ers’ Circular-Keystone. 








WATCHMAKER or second watchmaker ; 
state age, experience and salary; work- 
ing conditions are the best. F. R. Ross, 
519 Main St., Cincinnati, Ohio. 





DIAMOND SETTER; permanent posi- 
tion: high class diamond_ setter for 
large store in Washington, D. C. Apply 
R. Harris & Co., Washington, .D. C. 





WATCHMAKER and salesman, steady 
position; experienced; credit jewelry 
store, in Brooklyn, N. Y. Address “D., 
1511,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, light engraving and 
jewelry repairing; steady job and good 
working conditions. Apply, A. Bartley 
& Sons, 237 Church St., Norfolk, Va. 





MAN with experience as loan clerk and 
as salesman in pawn shop; write com- 
plete details about self. Southern Loan 
Service, 230 Main St., Baton Rouge, La. 





ENGRAVER, good all around letterer on 
jewelry and silverware; Southern City; 
if possible submit samples. Address 
“N., 1460,” care Jewelers’ Circular- 
Keystone. 





WANTED, diamond setter, jeweler and 
engraver ; good working conditions; air 
conditioned store in North Carolina. Ad- 
dress “O., 1466,’”’ care Jewelers’ Circu- 
lar-Keystone. 





A-1 WATCHMAKER;; experienced; per- 
manent position guaranteed; wonderful 
opportunity ; top salary; Dayton, Ohio.* 
Address “B., 1490,” care Jewelers’ Cir- 
cular-Keystone. 





EXPERT jeweler and repairman, for all 
year around position in first class trade 
shop; $40 per week to able man; Ohio. 
Address “B., 1526,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, managerial ability, must be 
capable, trim windows; steady position, 
credit jewelry store, Brooklyn, N. Y. 
Address “F., 1536,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN. wanted for manufacturer’s 
gold and platinum mounting.and cock- 
tail ring line with Middle West follow- 
ing among jobbers and chain install- 
ment jewelers; commission; give full 
particulars. Address “S., 1559,” care 
Jewelers’ Circular-Keystone. 








(Continued on page 140) 
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WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN wanted to carry patriotic 
pin as side line; timely, fast selling; 
prefer men now selling jewelry, depart- 
ment, gift stores. Write, Voxall, 342 
Madison Ave., New York. 





WATCHMAKER thoroughly experienced 
in escapement matching and finishing ; 
write giving experience, age and salary 
expected. Address “C., 1441,” care 
Jewelers’ Circular-Keystone. 





WATCH REPAIR estimator; must be 
watchmaker and capable of selling 1e- 
pair work; steady position and excel- 
lent opportunity to the right man. Rost 
Jewelry Co., Indianapolis, Ind. 





WANTED, first class watchmaker for 
bench work only; give full particulars 
and salary wanted first letter; one of 
largest and oldest jewelers in South. 
Bromberg & Co., Birmingham, Ala. 





WANTED, well experienced man ac- 
quainted with retail sales, also loan de- 
partment; not subject to draft; store 
in Connecticut. Address “R., 1558,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER;; permanent position; 
good working conditions; excellent 
opportunity; $50 per week; state 
age and _ experience. VanCott, 
Jeweler, Binghamten, N. Y. 








WATCHMAKER, permanent position, 
good working conditions, in the South: 
state age, experience, salary expected 
and send. references. Address “D., 
1445,” care Jewelers’ Circular-Keystone. 





WILL PAY $50 per week to first class 
watchmaker capable of doing high 
grade work; permanent position; give 
reference in first letter. Address “N., 
1502,” care Jewelers’ Circular-Keystone. 


EXPERT _  jeweler-setter combination 
man; trade shop experience; steady 
work for a good producer; state wages 
desired ; first class Ohio city. Address 
“D., 1527,” care Jewelers’ Circular- 
Keystone. 








IF YOU ARE a first class watchmaker, 
fast and willing to work, we can give 
you a job at $60 per week; reference 
must pass close examination. Address 
“P., 1503,” care Jewelers’ Circular- 
Keystone. 





JEWELRY STORE manager, permanent 
position; excellent opportunity; must 
be able to take complete charge of 
every detail. Dayton, Ohio. Address 
S., 1472,” care Jewelers’ Circular- 
Keystone. 





WANTED, experienced salesman, good 
window trimmer, for better class credit- 
cash jewelry store; excellent opportu- 
nity; give references, age, full details 
first letter. Rider Jewelry Co., Baton 
Rouge, La. 





WATCHMAKER for Ohio, capable of do- 
ing good work; permanent position; 
air conditioned store; $40 per week, 
plus transportation to the job. Address 


“L., 1501,” care Jewelers’ Circular- 
Keystone. 





SALESMAN to carry prominent watch 
line in territory ‘consisting of Iowa, 
Nebraska, Kansas, North and South 
Dakota, Missouri and Minnesota. Ad- 
dress “S., 1483,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED, a watchmaker with good per- 
sonality who can repair high grade 
watches in factory like manner; steady 
position; congenial surroundings. Ad- 


dress “K., 1546,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, permanent position, 
good working conditions in New En- 
gland town; state age, references, 
qualifications and salary required. Ad- 
dress “A., 1567,” care Jewelers’ Circu- 
lar-Keystone. 





FIRST CLASS watchmaker, must be ac- 
curate and fast, one who can do light 
engraving preferred; good South 
Florida town; state age, experience and 
salary expected. George W. Keyworth, 
Lakeland, Fla. 





WANTED, junior jewelry salesman for 
credit jewelry store; salary $35 per 
week: give reference and experience 
and enclose snapshot with reply. Ad- 
dress “W., 1564,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER wanted, Massachusetts ; 
permanent position; must be first class 
workman; state age, references, experi- 
ence and salary expected in first letter. 
Address “E., 1532,’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED, experienced -jewelry .salesman 
for credit jewelry store; salary, $50 
per week; Ohio city; state experience, 
reference and enclose snapshot with 
first reply. Address “V., 1563,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY for clérical position in 
factory office large ring manufacturer ; 
in application give complete details in- 
cluding record of former employment, 
salary and-age. Address “T., 1473,” 
care Jewelers’ Circular-Keystone. 





JEWELER’ wanted who can do repair 
work and’ some light manufacturing ; 
also able to do setting on repair work ; 
$1 per hour to start; give informa- 
tion in detail. Address “R., 1549,’ 
care Jewelers’ Circular-Keystone. 





WANTED, combination man, _ watch- 
maker, light engraving and jewelry re- 
pairing; permanent position; salary 
$50 week and profit sharing; give ref- 
erences, state age in first letter. Gil- 
more’s Jewelry Co., Pensacola, Fla. 





WANTED, all-around diamond setter; 
jeweler for repairs and special order 
work; all-around engraver; steady 
work and good working conditions; 
fine opportunity for right man. Address 
“D., 1328,” care Jewelers’ Circular- 
Keystone. 





WANTED, experienced combination man, 
watchmaker, jeweler and diamond set- 
ter; will consider watchmaker only; 
steady position to conscientious work- 
er; congenial surroundings. Write to 
H. Galperin, jeweler, P. O. Box 1717, 
Charleston, W. Va. 





WATCHMAKER, first class for depart- 
ment store watch repair department; 
good salary; state qualifications, salary 
expected, references, first letter; replies 
held strictly confidential; location East 
Coast city. Address “N., 1523,” care 
Jewelers’ Circular-Keystone. 





ASSISTANT to foreman; preference 
given to good jeweler, age 30 to 35 
years; experienced in handling special 
orders; good salary with opportunities 
for advancement; replies held _ in 
strictest confidence. Address “G., 1452,” 
care Jewelers’ Circular-Keystone. 





RELIABLE MAN to manage branch 
chain credit jewelry store; must have 
had previous experience as well as good 
recommendations; reply by letter stat- 
ing age, salary and past experience; 
must be draft exempt. Address “D., 
1491,” care Jewelers’ Circular-Keystone. 





WANTED salesman or saleswoman in 
retail jewelry store in Southeastern 
part of Pennsylvania; must have some 
knowledge of sizing rings and jewelry 
repair; state age, experience, refer- 
ences and salary desired. Address “G., 
1573,” care Jewelers’ Circular-Keystone. 


EXPERT watchmaker, high grade me- 
chanic, permanent position, commis- 
sion job with plenty of work and 
fine line of repairs, with best prices. 
Geo. T. Brodnax, Inc., Memphis, 


Tenn. 


WATCHMAKER; permanent position; 
good working conditions; excellent 
opportunity; $45 to $50 per week; 
state age and experience. Address 
“K., 819,” care Jewelers’ Circular- 


Keystone. 











JEWELER and engraver capable of set- 
ting diamonds, wanted by an_ inde- 
pendent store in South; position perma- 
nent, all around year work, short hours, 
ideal working conditions. Address “F., 
1572,” care Jewelers’ Circular-Keystone. 





JEWELER wanted who possesses original 
ideas with factory experience, such as 
creating new models, one understand- 
ing production, etc.; $1.10 per hour; 
give information detail. Address “A., 
1508,” care Jewelers’ Circular-Keystone. 





WANTED, expert jeweler and _ pearl 
setter; also manufacturing jeweler to 
work on fraternity pins and~ special 
orders; good salary; 40 hour week, 
year-round work. Blanchard Fraier- 
nity Jewelers, 428-16th, Denver, Colo. 





UNUSUALLY good opportunity for prac- 
tical jewelry tool maker; must be capa- 
ble of taking complete charge of tool 
room and developing compound and 
follow dies; good salary. Address “D., 
1447,” care Jewelers’ Circular-Keystone. 





SOUTHWEST’S leading trade shop has 
permanent position for jeweler who 
can do special order work and repair- 
ing; give details and salary expected 
in first letter. Orkin Jewelry Manufac- 
orig Co., Southland Life Bldg., Dallas, 

exas. 





WATCHMAKER .wanted; trade shop of 
the better kind located in Philadelphia ; 
plenty of overtime for one who is will- 
ing to work; when replying.state age, 
experience and salary desired. Address 
“A., 1438,” care Jewelérs’ Circular- 
Keystone. 








WANTED, experienced watchmaker, one 
who can do clock repairing, also light 
jewelry repairing, however, jewelry re- 
pairing not essential; permanent posi- 
tion with reliable concern; state full 
detail in first letter, salary expected. 
Address “O., 1462,’”’ care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN WANTED; we have open- 
ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; severa! 
territories open ; commission with draw- 
ing account; experienced men _ need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 





WANTED watchmaker capable of first 
class work and wait on trade; prefer 
man who can do some engraving end 
light jewelry repairing; a better than 
average job for a capable, ambitious 
workman; send references, photo and 
full particulars with first‘ letter. Dan 
S. Park & Co., Cheyenne, Wyo. 





DIAMOND SETTER who wishes to quit 
the bench to assist foreman in factory, 
making fine stone set rings; preference 
given to American under 40, who has 
considerable factory experience; excel- 
lent salary and future for the right 
man. Bardach & Gran, 448 N. Capitol 
Ave., Indianapolis, Ind. 





JEWELER wanted who is able to assist 
and instruct other jewelers and has the 
knowledge of assisting the management 
of a medium sized shop; must come 
highly recommended ; state age, experi- 
ence and salary expected to start; give 
information in detail. Address “B., 
1509,” care Jewelers’ Circular-Keystone. 
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MANUFACTURER of gold filled, ster- 
ling lockets, crosses, identification at- 
tachments, etc., imported straps, wants 
traveling salesmen for Chicago and 
surrounding territory; another’ for 
South Atlantic States and one for the 
Pacific Coast territory. Address “Y., 
1565,” care Jewelers’ Circular-Keystone. 


SALESMEN wanted with established 


trade calling on jewelers, department 
stores, or specialty shops, for outstand- 
ing line costume jewelry ;. Metropolitan 
district open, also Pennsylvania, New 
York and New Jersey, entire South and 
part of Midwest; liberal commissions ; 
no objection side lines; smart, fast 
selling line, big turnover; splendid op- 
portunity for live-wire men; immediate 
reply assured; write fully. Address “D., 
1482,” care Jewelers’ Circular-Keystone. 








EXPERIENCED watchmaker and en- 
graver wanted by cash store, estab- 
lished almost 50 years; permanent 
position for man with first class rec- 
ommendations. Address “Penna, 
1540,” care Jewelers’ Circular-Key- 
stone. 





CREDIT MANAGER to take over large 
size credit department in large North 
Carolina city; good salary to start and 
excellent opportunity for advance- 
ment; must be experienced, energetic, 
resourceful and able to collect; refer- 
ences are required. Address “C., 
1569,” care Jewelers’ Circular-Key- 
stone. 





EXCELLENT opportunity, man or 
woman, for position offered by impor- 
tant house to reliable person familiar 
with all phases of precious metal busi- 
ness; must have large following with 
retail, manufacturing jewelers or dental 
laboratories and industrial consumers; 
all replies confidential; write with ref- 
erences to “J., 1518,’ care Jewelers’ 
Circular-Keystone. 





FIRST CLASS watchmaker, prefer one 
capable of doing good plain engraving ; 
however, engraving would not be fac- 
tor; substantial salary, permanent posi- 
tion; good store, good hours, and plea- 
sant associations; Southern town, 15,- 
000; only those seeking permanent 
place need apply; references must ac- 
company application. Crescent Jewel- 
ry Co., Helena, Ark. 





BUSCH & SONS offer a splendid oppor- 
tunity to a high grade salesman with 
initiative and ability to absorb advice 
and determination to make good; re- 
munerative advancement is assured the 
right man; this is an old established 
firm with a progressive and active pro- 
gram; write for an interview stating 
experience, qualifications, etc. 875 
Broad St., Newark, N. J. 


LEARN watchmaking, engraving, 


jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, Ill. 





DIAMOND SETTER, engraver, jewel- 


er; permanent position guaranteed 
for expert combination man; small 
modern shop; ideal working condi- 
tions, good future; not interested in 
boozers or floaters; only dependable 
and efficient producers need apply 
for this “top-notch” job; full par- 
ticulars and salary expected to start, 
first letter. Address “M., 1337,” 
care Jewelers’ Circular-Keystone. 








WANTED, first class watchmaker, 


AIRCRAFT instrument technicians 


needed urgently; watchmakers’ experi- 
ence in precision work especially valua- 
ble when combined with necessary 
special instrument training; production 
of huge number of fighting planes 
opening up hundreds of good-paying, 
permanent Civil Service instrument 
positions at Army and Navy aircraft 
maintenance depots; Civil Service Com- 
mission allows our six months training 
as your complete substitution for the 
two years’ actual instrument experience 
usually required; aircraft plants, air- 
lines and instrument manufacturers, 
also, are reserving our graduates for 
months ahead; get complete informa- 
tion on this interesting lifetime pro- 
fession. Write, American School of 
Aircraft Instruments, Dept. J-3, 3903 
San Fernando Road, Glendale, Calif. 


For Sate. 


Stores, Stocks and Businesses 





OPPORTUNITY to purchase established 


credit jewelry store in one of the larg- 
est and most diversified industrial and 
defense centers in northwestern Penn- 
sylvania; splendid location; excellent 
repair department; can be purchased 
with or without the stock; immediate 
sale necessary because of other inter- 
ests of owner. Address A. J. Welty, 
1326 Parade St., Erie, Pa. 





OLDEST established jewelry store in 


Florida city of 60,000; the only rea- 
son for selling, my son is entering 
military service, do not care to carry 
on alone; we have been 27 years ac- 
quiring a reputation second to none; 
excellent location, reasonable rent, 
five year lease, very new modern 
front; fixtures consist of nine wall 
eases and nine floor cases; stock can 
be reduced to suit purchaser; will 
give complete details and sales vol- 
ume for past five years, which will 
reveal healthy, profitable, progres- 
sive business; sales promoters and 
auctioneers save your stamps. Ad- 
dress “‘J., 1498,” care Jewelers’ Cir- 
cular-Keystone. 








For Sale. 


Tools, Equipments. Merchandise 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 





3000 RING BOXES, plastic; 100 gross 


hold-on clutches; 300 trays with covers, 
to hold one, two and three dozen rings. 
Pollack, 95 Bowery, New York City. 





FOR SALE, Paulson time micrometer 


(flasher type) A-1 condition, $75. Ad- 
dress “L., 1454,” care Jewelers’ Circu- 
lar-Keystone. 





WATCH MASTER American time ma- 


chine, 18 months old, condition like 
new, for sale because of draft; terms 
if necessary. Address “S., 1550,” care 
Jewelers’ Circular-Keystone. 





years of experience; permanent po- 
sition in good store; one who can 
take in and deliver work; depend- 
able and capable; write or wire 
references. Guard Jewelry Store, 


Blytheville, Ark. 





PERMANENT position in West, in 
Utah’s largest retail jewelry firm, for 
two first class watchmakers, strictly 
watchwork only; we are _ railway 
watch inspectors, Union Pacific & 
Southern Pacific Systems. Write, 
Anderson Jewelry Co., Ogden, Utah. 





ASSISTANT MANAGER who has had 


experience in installment jewelry 
store operating; can be placed in 
position at once; designate qualifi- 
cations and experience in first letter; 
permanent; opportunity to advance. 
Address “C., 1489,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER capable of doing light 
jewelry repairing, some engraving 
desired but not necessary; front po- 
sition in high class store with ideal 
working conditions; position open 
immediately; state age, salary, ref- 
erences in first letter. Moorefield 
the Jeweler, Anniston, Ala. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








FOR SALE; store established 10 years; 
19 feet front, Eighth Ave. Subway, 
2037 Amsterdam Ave., corner 161st St., 
New York City. 

REAL OPPORTUNITY for capable 
watchmakers wishing to establish them- 
selves: complete office on Fifth Ave.; 
very fine clientele; bargain; leaving 
city. Plaza 8-1839 or Address “N., 
1554,” care Jewelers’ Circular-Key- 
stone. 


RETAIL loan and jewelry store, estab- 
lished 20 years in San Bernardino, 
Calif.; requires very little capital to 
buy; wonderful opportunity; thriv- 
ing city. Address “J., 1543,” care 
Jewelers’ Circular-Keystone. 














JEWELRY and optical store in town of 
65,000 population, just outside New 
York City, established 40 years; clean 
stock, inventories $8,000, complete with 
optical refraction instruments and good 
fixtures; terms cash; owner planning 
to enter military service. Address “P., 
1467,” care Jewelers’ Circular-Keystone. 


OLD ESTABLISHED store in city of 
65,000, finest reputation, excellent loca- 
tion, modernized in last four years; 
splendid opportunity for live man with 
complete knowledge of cash and high 
class credit operation; will sell all or 
part interest to right party. Address 
“A., 1553,” care Jewelers’ Circular- 
Keystone. 





CLOSE-OUT 20 glass shades (oval, 


round, -cover clocks, statues, silver 
cups; mostly imported) ; genuine Tiger 
claws, Elk teeth for jewelry emblems. 
Hofmann, 989 Gates Ave., Brooklyn, 
N. ¥. 





RARE BARGAIN, jewelry store fixtures ; 


genuine walnut “Grand Rapids’ wall 
cases, floor cases, window back; safe, 
two filing cabinets; three foot outside 
electric clock and other items; no deal- 
ers; can be seen in New York City. Ad- 
dress “T., 1551,” care Jewelers’ Circu- 
lar-Keystone. 





WATCH CLEANING solution; three gal- 


lons for less than the price of one; 
send $1 for our three gallon package; 
contains no cyanide, no animal fats or 
acids; cleans jewelry and watches to 
a sparkling shine; so cheap you can 
use it to clean clocks; satisfaction 
guaranteed or money refunded. Apex 
Products Co., 214 E. Fayette St., Syra- 
cuse, N. Y. 





CUSTOM-MADE jewelers’ price cards 


with your name on every card and 
the prices you want; our cards have 
become famous throughout the 
United States because of their mag- 
netic power to attract customers to 
your store; they are made of the 
finest stock; conservative and dig- 
nified in appearance, fit for the best 
jewelry stores; write for samples 
now. Dauer Printing Co., America’s 
Leading Price Card Manufacturers, 
Printers, designers, engravers, 31 E. 
22nd St., New York City. 








(Continued on page 142) 
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Special Notices 





(Continued from: page 141) 








Business @pportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold: 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 


Chicago. 





GORDON BROS. cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 101. 





DIAMONDS, colored. stones, watches, 
jewelry, and silverware; highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
Lynch, 15 Maiden Lane, New York 
City. 





DISCOUNT and auction sales con- 
ducted for legitimate jewelers if you 
need cash; write or wire A. E. Gates, 
Room 801, 366 Fifth Ave., New 
York City. 





FOR SALE, well known established 
jewelry store since 1920, in boom Wash- 
ington, D. C.; doing between $65,000 
and $70,000 yearly; excellent reason 
for selling; unusual opportunity. Ad- 
dress “K., 1520,” care Jewelers’ Circu- 
lar-Keystone. 





SPOT CASH for complete jewelry 
stores or jewelry stocks; I buy 
auick; all correspondence confiden- 
tial; write, wire or telephone. Louis 
Hellerstein, 507-16th St., Denver, 
Colo. 





COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures;. we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
+ ga Telephone Bowling -Green 
bs Sd ol. 





M. HARRIS, auctioneer, 1337 Fteley Ave., 
New York; I conduct all sales person- 
ally in a most gentlemanly manner; 
your customers are treated with cour- 
tesy; no goods misrepresented; every 
article sold on its merits; I give your 
store publicity, new customers and your 
future business is assured; 32 years’ 
experience. 
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FLOYB I. EDWARDS personally di- 
rected liquidation or promotional 
sales for dependable jewelers; cash 
bond posted if desired; bona fide 
reference from Coast to Coast; all 


correspondence strictly confidential. 
17 Palmer St., Gowanda, N. Y. 





JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small: 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 





ACTIVE partnership or position wanted 
by European manufacturer with sub- 
stantial capital and first class refer- 
ences; specialized in some and knowl- 
edge of the other following lines: 
watch case manufacturing, movements 
and watch materials, Swiss method of 
mirror lapping, die and small _ tool 
manufacturing, watch dials; also con- 
sider taking over established business. 
Address ‘‘N., 1548,’ care Jewelers’ Cir- 
cular-Keystone. 








Wanted to Purchase. 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








WANTED, chucks for rivet lathe; state 
price. A. S. Eby, Bartlesville, Okla. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, ete.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, Tll. 





WANTED, new or used watchmaker’s 
lathe; give complete description, price 
and make in first letter. Magonbe, 
1841 Broadway, New York City. 





WANTED, New Century engraving ma- 
chine in good order; give lowest cash 
price and particulars. Address’ “V., 
1507,” care Jewelers’ Circular-Keystone. 











Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











WATCH REPAIRING for the _ trade, 
prompt service and reasonable prices; 
work guaranteed. J. A. Summers, 737 
S. Shippen St., Lancaster, Pa. 





CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 


HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished: 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 


SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches: 
also high grade watch repairing ; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York. 














Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, complete outfit watchmaker's 
tools and equipment: give list of 
articles you have, condition and price 
wanted in first letter. Address, E. D. 
Marshall, Huntsville, Tex. 





HIGHEST PRICES paid; watchmaker’s 
lathes, benches and materials; jewelry, 
machinery, scales, stores and factories; 
optical tools, machinery and _ supplies. 
Pollack, 95 Bowery, New York City. 





CHRONOMETERS, boxed type, English 
or domestic, also marine sextants; ad- 
vise condition, make and asking price; 
prompt action and good valuation. Ad- 
dress “F., 1495,” care Jewelers’ Circu- 
lar-Keystone. 





LEARN WATCH repairing by doing it; 
thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 1841 
Broadway, New York City. 





LEARN jewelry designing by correspon- 
dence; private lessons could be ar- 
ranged; further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St.. 
New York City. 


WATCHMAKERS; increase your ability 
through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 








ENGLISH and American box chronom- 
eters in any condition, with or with- 
out box, paying extremely high 
prices due to war. Address “E., 
1512,” care Jewelers’ Circular-Key- 
stone. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








STORE for rent, 11x70, 100 per cent 
location New Rochelle, N. Y.; immedi- 
ate possession; attractive rental. Ad- 
dress “S., 1422,” care Jewelers’ Circu- 
lar-Keystone. 





30 WEST 46TH ST.; large ground floor 
show window; store in heart of jewel- 
ry center; ideal for jewelers exchange: 
$125 monthly. Horn & Burke, 19 E. 
53rd St., New York. El 5-4449. 








When published in 


_ 
JEWELERS' 
CIRCULAR- 
KEYSTONE 


it automatically becomes an 
official record of the Jewelry 
and Allied Industry. 
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The TANK is to the Army what the 
tackle is to the forward line of a foot- 
ball team. It is the “break-through.” Head-on, it crashes timber, houses, enemy 
fortifications. Once it has opened the way, the attacking force follows for the ‘“‘mop- 
ping up.” 

The Nazis, using these great steel pachyderms which they produce in vast quan- 
tities, have been able to break through every fortified line in 14 conquered countries. 

In America, the medium-sized tank is the popular size. A medium-size tank 
weighs 30 tons. To make it takes as much steel as would be used in 500 refrigera- 





tors, as much rubber as goes into 87 average automobile tires. 

The planning of a tank takes as great skill as a large-scale construction job. One 
recently converted automobile plant, faced with retooling for tank production, had to 
put 200 engineers to work in day and night shifts for one month, mapping out 
machinery requirements and plant layout. 

To match the fiéchanical might of aggressor nations today, America needs thou- 
sands of these tanks. They’re rolling off the assembly lines now. They cost real money. 
Every time you buy an $18.75 Defense Savings Bond or a 10¢ Defense Saving Stamp, 
you give your country money enough to buy a vital part for another new tank. 


Buy pEFENSE SAVINGS 
BONDS and STAMPS 


AT ALL BANKS, POST OFFICES, AND SAVINGS AND LOAN ASSOCIATIONS 


FOR MARCH, 1942 





What your defense dollars buy 
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Manufacturers’ News 








A NEW STERLING PATTERN MAKES ITS DEBUT 















































































































































The new Wallace debutante and her family. Left to right: William Warren, Wallace 

designer and creator of the patterns here portrayed; Rose Point; Sir Christopher; 

Grand Colonial; Stradivari; Grand Baroque; kneeling, Russell Patterson, noted artist 

who designed the gowns and who has done the pictures for the forthcoming Wallace 
advertising campaign. 






































With all the fanfare attending the introduction of a new creation had been 
traditional debutante ceremonies of the made known to the trade by an im- 
youngest daughter of a socially promi- pressive twelve-page announcement in 
nent family, Wallace Silversmiths, on the January issue of Tue JEWELERS’ 
Feb. 6, introduced to the jewelry trade Crrcutar-Kerystone, but no hint had 
world the new member of the clan of been given as to its appearance. It was 
Wallace patterns—Grand Colonial. therefore with keen interest whetted by 

That Wallace was soon to sponsor the curiosity that jewelers of eastern New 
England accepted Wallace’s invitation 
to attend a dinner at the Copley Plaza 
Hotel in Boston to meet and see the new 
addition to the Wallace sterling family. 

The manner of introduction was as 
original as it was striking, and made an 
impression that will not soon be forgot- 
ten. When the guests entered the ban- 
quet hall for dinner following the re- 
ception they found one end of it cur- 
tained off with black velvet draperies 
framing a shadow box some six feet 
high and raised about two feet off the 
floor to bring it into plain view of the 
entire room. 

At the close of the meal, after various 
Wallace executives had been introduced 
to the gathering by Donald Leach, gen- 
eral sales manager who acted as master 
of ceremonies, William Warren, Wal- 
lace’s famed designer, spoke on the ro- 
mance and beauty of sterling, and par- 
ticularly the moods and themes that had 
characterized the various great periods 
of design. 

As he discusged each one, the curtains 






















































































































































































GRAND COLONIAL 


The pattern itself, and as portrayed by a 
living model at the introductory showing. 
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of the shadow box parted and disclosed 
a radiantly beautiful model gowned in 
black velvet, the front of which was Ccov- 
ered with a panel of gleaming cloth of 
silver that faithfully reproduced the 
Wallace sterling flatware pattern char- 
acteristic of that school—Rose Point, 


Sir Christopher, Stradivari, Grand 
Baroque. 
Then came the climax—the simple 


grace typified by the Colonial days of 
America, and in the shadow box stood 
revealed a living copy of the newest 
pattern of all—Grand Colonial. 

A storm of applause greeted her ap- 
pearance, and the exactness with which 
the model and gown had mirrored the 
pattern in every detail was quickly 
proved by the showing of the actual 
silver itself. Guests were shown an ex- 
tensive display of all the items in the 
new line not only in flatware but in the 
matching hollowware both sterling and 
plated which, like the flatware, is of 
graceful simplicity, as can be seen by 
the accompanying illustration. 

An array of dramatic three dimen- 
sional window and store display units 
for dealer’s use in presenting the new 
pattern was also shown, and each guest 
received as a souvenir of the occasion 
a tiny Grand Colonial salt spoon to the 
back of which had been affixed a pin 
and clasp so that it could be worn as a 
bit of costume jewelry. 

Similar showings were held at the 
Waldorf Astoria in New York on Feb. 
11, in Chicago at the Stevens on Feb. 19, 
and others are to be given at once in 
Dallas, Los Angeles and San Francisco, 
so that jewelers in every part of the 
country will have an opportunity to 
meet Grand Colonial. 


Rookwood Pottery Stages Come-Back 
Under New Art-Minded Owners 


A fine old name, long famous in the 
field of fine pottery, has been rescued 
from the danger of oblivion by a small 
group of Cincinnati men headed by Wal- 
ter D. Schott, who recently purchased 
the nearly defunct Rookwood Pottery of 
that city and will keep it in operation. 

Rookwood, a name familiar to every 
jeweler who deals in giftwares, is known 
everywhere for the remarkable glazes, 
colors and forms which have brought it 
signal honors and high prestige through 
its long career of producing fine ceramics. 
The new owners, whose acquisition of 
the property was prompted as much by 
love for fine art and the desire to en- 
courage it as by commercial motives, 
plan to continue the high traditions of 
the past and to keep the name synony- 
mous with fine craftsmanship and creative 
ability while at the same time keeping 
the price range of the line within the 
reach of the average public. 

Associated with Mr. Schott as owners 
are Lawrence H. Kyte and Charles M. 
Williams; béth ‘of whom are art and 
ceramics enthusiasts. Operations will 
be in charge of John Dee Wareham, who 
has long been director of the plant, and 
is both an artist and an expert in the 
technique of ceramic production. 
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Kreisler Opens New Showroom 


The new Jacques Kreisler showroom in 
the International Building, Rockefeller 
Center, New York, was formally opened 
on Feb. 17. Visitors were welcomed by 
Jacques Kreisler, president of the 
Jacques Kreisler Manufacturing Corp., 
and ‘Tobias Stern, vice-president. Many 
retail jewelers from the greater metro- 
politan area, as well as a host of other 
friends in the jewelry industry, were 
among the “well-wishers” who stopped 
in during the day. 

J. Fraley Bermond, sales promotion 
manager, who is now at Camp Lee, Va., 
planned the showroom, whose design 
makes effective use of modern materials. 
Huge photomurals, picturing various de- 
partments of the Kreisler plant, deco- 
rate the curved walls. Massive panels of 
rippled glass have been set into the 
partitions. The interior is coral and 
blue, with bleached oak woodwork and 
furniture. 

The entire Kreisler line of watch 
bands, watch straps, and ladies’ and 
gentlemen’s accessory jewelry is dis- 
played for inspection in recessed wall 
cabinets of glass and mirror and in sev- 
eral spacious showcases. 

Milton Sarnoff is the salesman in 
charge of the Kreisler showroom, with 
Miss Sophie Maisel assisting him. 





Prince Gardner Gets a Hand 





A striking point-of-sale display that 
dramatizes the showing of the merchan- 


dise is the clever plaster composition. 


hand shown above, which is now being 
distributed by Prince Gardner of St. 
Louis, manufacturers of “Invisible 
Stitch” billfolds. The hand is given free 
to the retailer with an order for 18 or 
more of the company’s Registrar model, 
or may be purchased for $3.50. Ten 
inches high, the life-like hand is spe- 
cially slotted to accommodate Prince 
Gardner’s Registrar and other billfolds 
of the “Invisible Stitch” line. Sturdy 
enough to withstand rough handling, it 
was produced by Fixture Products Co., 
St. Louis, for Prince Gardner. 





Evans Case Opens New Showroom 


Evans .Case Co., North Attleboro, 
Mass., announces the opening of a new 
New York office at 33 E. 33rd St., for 
the showing and sale of its fitted hand- 
bags. Abner C. Barnhart is manager. 
The collection now being shown consists 
of handbags with engine-turned or ducoed 
metal frames and fitted with beauty and 
smoking accessories to match. The style 
theme currently being stressed by this 
house is the tailored geometric silhouette. 
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Gruen Closes Successful Year with Sales Conference; 


Plans Strong Program for 1942 





Benjamin S. Katz, president of the Gruen Watch Co., is snapped as he pauses to chot 


with executives of the company at the semi-annual sales conference. 


Left to right: 


Joseph Kane, vice-president; John P. Young, director of advertising; Mr. Katz; S. C. 
Gershey, Mid-Western sales manager; and Aaron Thorne, Western sales manager. 


“I am happy to report that in the 
calendar year just ended the Gruen 
Watch Company again showed a volume 
of sa’es surpassing all previous records,” 
said Benjamin S. Katz, president of the 
Gruen Watch Co., in addressing the com- 
pany’s semi-annual sales conference at 
Hotel Netherland Plaza, Cincinnati, on 
Jan. 21 and 22. 

Gruen salesmen from all parts of the 
United States and Canada partic'pated 
in the two-day conference, and heard 
about the company’s plans for the next 
six months. 

Mr. Katz and Joseph Kane, Gruen 
vice-president, presented the new line, 
which offers many new models and fea- 
tures a complete selection of watches 
in all price ranges for both men and 
ladies. 

John P. Young, the new director of 
advertising, who came to Gruen last 
November, presided at the second day’s 
sessions, and presented plans for the use 
of national magazines, radio, direct mail, 
and dealer service. Mr. Young spoke 
about the advertising opportunities that 
exist during war periods, and cited ex- 
amples of manufacturers who have im- 
proved their positions in industry by 
courageously maintaining advertising 
schedules through such periods in spite 
of the shortage of merchandise. 

“Men ask today, ‘Why advertise when 
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we can’t begin to supply merchandise 
demanded by the public?’” said Young; 
“But they miss the point. The greatest 
single function of advertising is to 
achieve good public relations. Advertis- 
ing must cultivate the public first and 
sell merchandise second, and - ground 
once lost through interrupted schedules 
is difficult to regain,” he continued. 

Don S. Hall. Gruen dealer service 
manager, discussed the new forms of 
Gruen service for jewelers and intro- 
duced several attractive displays that 
will be available this Spring. 

The conference was concluded with a 
banquet tendered the sales organization 
by Mr. Katz, and attended also by execu- 
tives and directors of the company. 

l.ectters from many jewelers, thanking 
the company for its continued effort to 
allocate merchandise fairly were read by 
Mr. Katz, who also told about the 
studies now being made to determine 
how the company can best serve the 
national program of war production, and 
concluded by saying, “There isn’t the 
slightest doubt in my mind that a finer 
world is waiting for us at the end of 
the war. The reconstruction period will 
be a tremendous trial, of course, but I 
think we can all help a great deal by 
keeping our industry strong, by main- 
taining our position with the public by 
being ready for service during the post- 
war period.” 





Eastern sales representatives of the Gruen Watch Co. stop to face the camera at the 

company's semi-annual sales conference. Front row, left to right: B. R. Smith; Henry 

Cole; Morris Rivkin, Eastern sales manager: Phil Wengrow, and Sidney Pearce. Back 
row, Harry Schwettman, Si Mosesohn, Jack Cambron, and Max Wolf. 
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Longines Increasing Advertising; 
Features Radio Programs for 1942 


The Longines-Wittnauer Watch Co. is 
increasing its advertising appropriation 
for 1942 by 10 per cent above the 1941 
budget, making it the largest in the com- 
pany’s history, according to an an- 
nouncement just received. 

One of the outstanding features of the 
coming year’s campaign is to be a series 
of radio programs entitled “The World’s 
Most Honored Music,” a name selected 
to tie in with the Longines slogan, “The 
World’s Most Honored Watch.” ‘The 
programs, as the name suggests, will be 
broadeasts of the world’s finest and best 
loved music, performea by a_ notable 
orchestra under the direction of Mishel 
Piastro, concertmaster of the New York 
Philharmonic-Symphony Orchestra. Mr. 
Piastro, who is a famous violinist, will 
also be heard as a soloist on the pro- 
grams. 

In addition to the radio broadcasts, 
Longines advertising will also appear in 
a list of leading national magazines, car 
cards, and other media. 





Johnson-Matthey to Move 
To New and Larger Quarters 


Johnson Matthey & Co., Inc., refiners 
of precious metals, 15 W. 47th St., will 
move their offices on or about May | 
to more attractive and desirable quar- 
ters on. the tenth fioor of 608 Fifth Ave., 
corner of 49th St. and adjacent to 
Rockefeller Center in New York. This 
building is almost entirely occupied by 
the jewelry trade and has come to be 
regarded as an important center of the 
precious stone industry. 

The company has recently completed 
a highly modern and efficient plant for 
the refining of platinum mineral and 
platinum bearing materials on the prem- 
ises of their associate organization, J. 
Bishop & Co. Platinum Works, Malvern, 
Pa., who are concerned with the indus- 
trial application of the platinum group 
and other precious metals, as well as in 
the production of stainless steel fine tub- 
ing of all kinds for industrial and Na- 
tional Defense purposes. 

Johnson Matthey & Co., Inc., is the 
American affiliate of the old British 
firm of Johnson Matthey & Co., Ltd., 
whose history goes back for more than 
two hundred years, and which is believed 
to be the oldest concern now engaged in 
the refining of precious metals. The 
business was founded by John Johnson 
who was a gold assayer in London in the 
early 1700’s, and whose grandson, Per- 
cival Johnson, took up the refining of 
gold as a-corollary to his trade as an 
assayer. 

Percival’s nephew, William John Cock, 
who went into partnership with his uncle, 
developed an interest in the then com- 
paratively new science of metallurgy and 
was one of the pioneers in the experi- 
ments that led to the discovery and sub- 
sequent commercial refining of palla- 
dium and platinum, thus starting the 
platinum industry of Great Britain 
about 1837. 

In 1851, George Matthey, a young 
friend of the Johnson family, was taken 
into partnership, and the firm style was 
changed to Johnson & Matthey, Cock 
having retired a few years previously. 

Other metals and other products were 
gradually added to the company, in- 
cluding silver, gold alloys in the form of 
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sheets, wire, and tubes, liquid gold, 
ceramic colors, ete., and production facil- 
ities were correspondingly increased with 
new and enlarged plants. 

The American company, Johnson Mat- 
they & Co., Inc., was opened for business 


on Jan. 19, 1919, under the direction 
of Charles W. Stones. Offices were at 


first located in the Woolworth Bldg., 
where they occupied the entire thirty- 
sixth floor, but in Nov., 1929, following 
the uptown trend of the jewelry trade, 
they moved to 15 W. 47th St. Mr. 
Stones came to this country in 1919, to 
open the American branch of the Lon- 
don business. In addition to being 
president of Johnson Matthey & Co., 
Inc., Mr. Stones is also vice-president 
and treasurer of J. Bishop & Co. 
Platinum Works. 


U. S. Calls on Elgin 


For Precision Instruments 


Government orders for millions of dol- 
lars worth of precision instruments have 
been received by the Elgin National 
Watch Co., Elgin, Ill. These instruments 
are for U. S. Army, Navy and Aviation 
use. 

At present a large percentage of El- 
gin’s management and craftsmen are en- 
gaged in production for war needs, in- 
cluding such instruments as navigation 
watches, stop watches, aviation clocks, 
chronometric tachometers, compasses, 
time fuses for shells, and special timing 
devices for naval and aviation use. 

“Naturally, the nation’s war needs 
must be our first concern.” Howard D. 
Schaeffer, Elgin vice-president, said re- 
cently. “And while deliveries of Elgin 
watches will be lower than in 1941, be- 
cause of this war production, we know 
that every jeweler will share our pride 
in knowing his having less American 
watches to sell is helping directly to 
‘keep ’em flying.’ ” 





Ansen Organizes New Firm 


William Ansen, for more than 20 
years associated with Aisenstein-Woro- 
nock & Sons, Inc., and until recently an 
officer and director of that firm, an- 
nounces the formation of William Ansen, 
Inc., importers and _ distributors of 
watches and diamonds, with offices at 
630 Fifth Ave., New.York. Later the 
corporate name will be changed to 
Louis Aisenstein & Bros., Inc. 

The new firm has been appointed 
authorized distributors for El gin 
watches, effective April 1, 1942 in al- 
lotted territories, Mido Multifort Auto- 
matic watches and Keystone watch 
cases. 

It is planned to supplement these in 
the near future with other lines. 

Representatives of the firm will pres- 
ently visit their territories and be pre- 
pared to handle orders. 





Ronson Announces Winners 
In Its Jim Sales’ Contests 


More than 50 salesmen and saleswomen 
employed by retailers and distributors 
have recently received prizes for their 
entries jn two trade contests conducted 
by the makers of Ronson lighters. 

The idea began with the distribution 
of the Jim Sales “Book of Buy-Words,” 
a compendium of selling suggestions cov- 
ering Ronson lighter products, which the 
company sent to all its retailers. Deal- 
ers were asked to forward the names of 
the. members of their selling staffs so 
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that they, too, might receive copies, and, 
as a result many thousand copies of the 
book were sent to the people selling Ron- 
son products behind retail counters and 
in the field. 

Each one also received a series of 
picture letters announcing two prize 
contests——-one for the best letters on the 
subject of “How ‘Jim Sales’ Book of 
Buy-Words’ Helped Me to Make a Sale 
of Ronson Table Lighters,” and the sec- 
ond on “How ‘Jim Sales’ Book of Buy- 
Words’ Helped Me to Make a Sale of 
Ronson Lighter Accessories.” 

The large number of entries indicated 
deep interest in the idea and the gain- 
ing of much valuable assistance from 
the Book of Buy-Words. The winners, 
many of whom are in the jewelry field; 
have now been announced and are. as 
follows: 

FIRST RETAIL CONTEST 


First prize, $100, Kenneth Allen, Busch 
Jewelry Co., Brooklyn, N. Y. 

Second prize, $50, Theodore S. Witte, 
Johnson Cigar Co., Chicago, Ill. 

Third prize, $25, Jerry Rosenblum, 
Harry Rosenblum, Jr., Denver, Colo. 

Merchandise prizes: Sarah Friedman, 
Hollands’, Moline, Ill.; Edgar M. Clark, 
Busch Jewelry Co., Astoria, L. I.; Mrs. 
Lena Way, M. J. Kittredge, Inc., Spring- 
field, Mass.; John B. Cody, Bendusky’s, 
Selma, Ala.; Hilda Thivierge,_ Alie’s 
Jewelry Store, Dover, N. H.; Carolyn - 
Hamm, T. C. Hodges. Jewelry _ Store, 
Covington, Va.; Ralph Sinray, H. Shanes, 
Oakland, Calif.; Clifford Erickson, L. A. : 
Erickson’s, Stromsburg, Nebr.; Theodore 
B. Chertok, Mayor Jewelry, Inc., Miami, 
Fla.; S. Lear, Tappin’s, Inc., Philadel. 
phia, Pa.; Johnnie Masse;Herrin- Supply 
Jewelry dept., Jacobs-Lane Co., Herrin, 
TIll.; Charles F. Schatra,* Michael’s, So. 
Norwalk, Conn.; C. H. Benckert, N. Snel- 
lenburg & Co., Philadelphia, Pa.; Irene 
Ormiston, The Higbee Co., Cleveland, 
Ohio; J. Eugene Zukerman, Rite’s Shops, 
Ine., Indianapolis, Ind.; P. J. Silverberg, 
King’s Jewelry Co., Wheeling, W. Va.: 
Willard Erickson, L. .  Erickson’s, 
Stromsburg, Nebr.; Peter Zarbo, The 
Donahey Store, Vineland, N. J.; V. E. 
Schreiner, Thiele Jlry. Co., Alliance, 
Nebr.; N. Anitole, Rogers Jewelry Store, 
Salem, Mass.; Mrs. Garnett Gawthrop, 
Allen W. Hinkel Co., Wichita, Kans.; 
Jack P. Greges, Adam Jeweler, Mt. Ver- 
non, N. Y.; Albert Kahn, Henry Fisher, 
Jir., New York; Elizabeth McMinn, J. 
N. McEntee & Sons, Oklahoma City, Okla., 
oe sore Cross, Benson & Hedges, New 
york. 


SECOND RETAIL CONTEST 


First prize, $100: Clifford Erickson, L. 
A. Erickson’s, Stromsburg, Nebr. 

Second prize, $50: Edgar M. Clark, 
Busch’s jewelry store, Astoria, L. TI. 

Third prize, $25: Carl W. Schulmeyer, 
Cut Rate drug store, Frankfort. Ind. 

Merchandise prizes: Willard Erickson, 
L. <A. Erickson’s, Stromsburg, Nebr.; 
Edwin Knapp, Kaufman Bros., Charles- 
ton, W. Va.: Myron J. Perlstein. The 
Charles Co.. Chicago, Tll.; Harry Victor, 
A. Victor & Co., Buffalo, N. Y.; Rena 
Grabill, Hart’s Jlry. Store, Warren, Ohio: 
Helen Schleiger, Miller & Paine, Lincoln, 
Nebr.; Jessie H. Wienges, Red Cross 
Drug Store, Miami. Fla.: Ralph W. Sin- 
ray, H. Shane’s Jlirs., Oakland, Calif.; 
Peter Zarbo,. The Donahey Store, Vine- 
land. N. J.; S. Lear, Tappins, Inec., Phila- 
delphia, Pa.;: Al London, Goldblatt Bros., 
Chicago, Ill.; Sam J. E. Berman, Kortz- 
Lee Jlryv. Co., Denver, “Colo.; TEddie 
Dunne, College Drug Store, Manhattan, 
Kans., and Joseph R. Zall, Wincoff’s, 
Weirton, W. Va. 


Jim Sales of the Ronson staff plans 
to send other interesting announcements 
to the holders of his “Book of Buy- 
Words” that will make it well worth 
their while to retain their copies. So 
that men and women selling Ronson 
products who do not have a copy of 
this book may have the opportunity of 
being included in future mailings, an 
extension of the offer has been made. 
Requests should be directed to Jim 
Sales, c/o Ronson, Newark, N. J. 
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Longines Increasing Advertising; 
Features Radio Programs for 1942 


The Longines-Wittnauer Watch Co. is 
increasing its advertising appropriation 
for 1942 by 10 per cent above the 1941 
budget, making it the largest in the com- 
pany’s history, according to an an- 
nouncement just received. 

One of the outstanding features of the 
coming year’s campaign is to be a series 
of radio programs entitled “The World’s 
Most Honored Music,” a name selected 
to tie in with the Longines slogan, “The 
World’s Most Honored Watch.” ‘The 
programs, as the name suggests, will be 
broadeasts of the world’s finest and best 
loved music, performed by a_ notable 
orchestra under the direction of Mishel 
Piastro, concertmaster of the New York 
Philharmonic-Symphony Orchestra. Mr. 
Piastro, who is a famous violinist, will 
also be heard as a soloist on the pro- 
grams. 

In addition to the radio broadcasts, 
Longines advertising will also appear in 
a list of leading national magazines, car 
cards, and other media. 


Johnson-Matthey to Move 
To New and Larger Quarters 


Johnson Matthey & Co., Inc., refiners 
of precious metals, 15 W. 47th St., will 
move their offices on or about May 1 
to more attractive and desirable quar- 
ters on. the tenth fioor of 608 Fifth Ave., 
corner of 49th St. and adjacent to 
Rockefeller Center in New York. This 
building is almost entirely occupied by 
the jewelry trade and has come to be 
regarded as an important center of the 
precious stone industry. 

The company has recently completed 
a highly modern and efficient plant for 
the refining of platinum mineral and 
platinum bearing materials on the prem- 
ises of their associate organization, J. 
Bishop & Co. Platinum Works, Malvern, 
Pa., who are concerned with the indus- 
trial application of the platinum group 
and other precious metals, as well as in 
the production of stainless steel fine tub- 
ing of all kinds for industrial and Na- 
tional Defense purposes. 

Johnson Matthey & Co., Inc., is the 
American affiliate of the old British 
firm of Johnson Matthey & Co., Ltd., 
whose history goes back for more than 
two hundred years, and which is believed 
to be the oldest concern now engaged in 
the refining of precious metals. The 
business was founded by John Johnson 
who was a gold assayer in London in the 
early 1700’s, and whose grandson, Per- 
‘cival Johnson, took up the refining of 
gold as a-corollary to his trade as an 
assayer. 

Percival’s nephew, William John Cock, 
who went into partnership with his uncle, 
developed an interest in the then com- 
paratively new science of metallurgy and 
was one of the pioneers in the experi- 
ments that led to the discovery and sub- 
sequent commercial refining of palla- 
dium and platinum, thus starting the 
platinum industry of Great Britain 
about 1837. 

In 1851, George Matthey, a young 
friend of the Johnson family, was taken 
into partnership, and the firm style was 
changed to Johnson & Matthey, Cock 
having retired a few years previously. 

Other metals and other products were 
gradually added to the company, in- 
cluding silver, gold alloys in the form of 
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sheets, wire, and tubes, liquid gold, 
ceramic colors, etc., and production facil- 
ities were correspondingly increased with 
new and enlarged plants. 

The American company, Johnson Mat- 
they & Co., Inc., was opened for business 
on Jan. 19, 1919, under the direction 
of Charles W. Stones. Offices were at 
first located in the Woolworth Bldg., 
where they occupied the entire thirty- 
sixth floor, but in Nov., 1929, following 
the uptown trend of the jewelry trade, 
they moved to 15 W. 47th St. Mr. 
Stones came to this country in 1919, to 
open the American branch of the Lon- 
don business. In addition to being 
president of Johnson Matthey & Co., 
Inc., Mr. Stones is also vice-president 
and treasurer of J. Bishop & Co. 
Platinum Works. 


U. S. Calls on Elgin 


For Precision Instruments 


Government orders for millions of dol- 
lars worth of precision instruments have 
been received by the Elgin National 
Watch Co., Elgin, Ill. These instruments 
are for U. S. Army, Navy and Aviation 
use. 

At present a large percentage of El- 
gin’s management and craftsmen are en- 
gaged in production for war needs, in- 
cluding such instruments as navigation 
watches, stop watches, aviation clocks, 
chronometric tachometers, compasses, 
time fuses for shells, and special timing 
devices for naval and aviation use. 

“Naturally, the nation’s war needs 
must be our first concern.” Howard D. 
Schaeffer, Elgin vice-president, said re- 
cently. “And while deliveries of Elgin 
watches will be lower than in 1941, be- 
cause of this war production, we know 
that every jeweler will share our pride 
in knowing his having less American 
watches to sell is helping directly to 
‘keep ’em flying.’ ” 


Ansen Organizes New Firm 


William Ansen, for more than 20 
years associated with Aisenstein-Woro- 
nock & Sons, Inc., and until recently an 
officer and director of that firm, an- 
nounces the formation of William Ansen, 
Inc., importers and_ distributors of 
watches and diamonds, with offices at 
630 Fifth Ave., New.York. Later the 
corporate name will be changed to 
Louis Aisenstein & Bros., Inc. 

The new firm has been appointed 
authorized distributors for El gin 
watches, effective April 1, 1942 in al- 
lotted territories, Mido Multifort Auto- 
matic watches and Keystone watch 
cases. 

It is planned to supplement these in 
the near future with other lines. 

Representatives of the firm will pres- 
ently visit their territories and be pre- 
pared to handle orders. 


Ronson Announces Winners 
In Its Jim Sales’ Contests 


More than 50 salesmen and saleswomen 
employed by retailers and distributors 
have recently received prizes for their 
entries jn two trade contests conducted 
by the makers of Ronson lighters. 

The idea began with the distribution 
of the Jim Sales “Book of Buy-Words,” 
a compendium of selling suggestions cov- 
ering Ronson lighter products, which the 
company sent to all its retailers. Deal- 
ers were asked to forward the names of 
the. members of their selling staffs so 
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that they, too, might receive copies, and, 
as a result many thousand copies of the 
book were sent to the people selling Ron- 
son products behind retail counters and 
in the field. 

Each one also received a_ series of 
picture letters announcing two _ prize 
contests——-one for the best letters on the 
subject of “How ‘Jim Sales’ Book of 
Buy-Words’ Helped Me to Make a Sale 
of Ronson Table Lighters,” and the see- 
ond on “How ‘Jim Sales’ Book of Buy- 
Words’ Helped Me to Make a Sale of 
Ronson Lighter Accessories.” 

The large number of entries indicated 
deep interest in the idea and the gain- 
ing of much valuable assistance from 
the Book of Buy-Words. The winners, 
many of whom are in the jewelry field; 
have now been announced and are. as 
follows: 

FIRST RETAIL CONTEST 


First prize, $100, Kenneth Allen, Busch 
Jewelry Co., Brooklyn, N. Y. 

Second prize, $50, Theodore S. Witte, 
Johnson Cigar Co., Chicago, Ill. 

Third prize, $25, Jerry Rosenblum, 
Harry Rosenblum, Jr., Denver, Colo. 

Merchandise prizes: Sarah Friedman, 
Hollands’, Moline, Ill.; Edgar M. Clark, 
Busch Jewelry Co., Astoria, L. I.; Mrs. 
Lena Way, M. J. Kittredge, Inc., Spring~- 
field, Mass.; John B. Cody, Bendusky’s, 
Selma, Ala.; Hilda Thivierge,_ Alie’s 
Jewelry Store, Dover, N. H.; Carolyn - 
Hamm, T. . Hodges. Jewelry _ Store, 
Covington, Va.; Ralph Sinray, H. Shanes, 
Oakland, Calif.; Clifford Erickson, L. A. : 
Erickson’s, Stromsburg, Nebr.; Theodore 
B. Chertok, Mayor Jewelry, Inc., Miami, 
Fla.; S. Lear, Tappin’s, Inc., Philadel. 
phia, Pa.; Johnnie Masse;Herrin- Supply 
Jewelry dept., Jacobs-Lane Co., Herrin, 
Ill.; Charles F. Schatra,*-Michael’s, So. 
Norwalk, Conn.; C. H. Benckert, N. Snel- 
lenburg & Co., Philadelphia, Pa.; Irene 
Ormiston, The Higbee Co., Cleveland, 
Ohio; J. Eugene Zukerman, Rite’s Shops, 
Ine., Indianapolis, Ind.; P. J. Silverberg, 
King’s Jewelry Co., Wheeling, W. Va.: 
Willard Erickson, IL. .  Erickson’s, 
Stromsburg, Nebr.; Peter Zarbo, The 
Donahey Store, Vineland, N. J.; V. E. 
Schreiner, Thiele Jlry. Co., Alliance, 
Nebr.; N. Anitole, Rogers Jewelry Store, 
Salem, Mass.; Mrs. Garnett Gawthrop, 
Allen W. Hinkel Co., Wichita, Kans.; 
Jack P. Greges, Adam Jeweler, Mt. Ver- 
non, N. Y.; Albert Kahn, Henry Fisher, 
Jir., New York; Elizabeth McMinn, J. 
N. McEntee & Sons, Oklahoma City, Okla., 
— Cross, Benson & Hedges, New 
york. 


SECOND RETAIL CONTEST 


First prize, $100: Clifford Erickson, L. 
A. Erickson’s, Stromsburg, Nebr. 

Second prize, $50: Edgar M. Clark, 
Busch’s jewelry store, Astoria, L. I. 

Third prize, $25: Carl W. Schulmeyer, 
Cut Rate drug store, Frankfort. Ind. 

Merchandise prizes: Willard Erickson, 
L. <A. Erickson’s, Stromsburg, Nebr.; 
Edwin Knapp, Kaufman Bros., Charles- 
ton, W. Va.: Myron J. Perlstein. The 
Charles Co.. Chicago, Tll.; Harry Victor, 
A. Victor & Co.. Buffalo, N. Y.; Rena 
Grabill, Hart’s Jlry. Store, Warren, Ohio: 
Helen Schleiger, Miller & Paine, Lincoln, 
Nebr.; Jessie H. Wienges, Red Cross 
Drug Store, Miami. Fla.: Ralph W. Sin- 
ray, H. Shane’s Jlrs., Oakland, Calif. ; 
Peter Zarbo, The Donahey Store, Vine- 
land. N. J.; S. Lear, Tappins, Inc., Phila- 
delphia, Pa.: Al London, Goldblatt Bros., 
Chicago, Ill.; Sam J. E. Berman, Kortz- 
Lee Jlirv. Co., Denver, Colo.; Eddie 
Dunne, College Drug Store, Manhattan, 
Kans., and Joseph R. Zall, Wincoff’s, 
Weirton, W. Va. 


Jim Sales of the Ronson staff plans 
to send other interesting announcements 
to the holders of his “Book of Buy- 
Words” that will make it well worth 
their while to retain their copies. So 
that men and women selling Ronson 
products who do not have a copy of 
this book may have the opportunity of 
being included in future mailings, an 
extension of the offer has been made. 
Requests should be directed to Jim 
Sales, c/o Ronson, Newark, N. J. 
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UNITY STILL NEEDED 


THAT THE PLAN to consolidate the two national asso- 
ciations of retail jewelers has fallen through must be a 
cause for regret to every thinking individual who has 
the welfare of the jewelry industry at heart. 

We do not propose to indulge in any name-calling nor 
to impute any improper motives to those who were re- 
sponsible for the defeat of the proposal, but we do be- 
lieve that however sincere they may have been, their 
decision was unfortunate, and that the only objections 
to the plan that have been voiced are so far outweighed 
by its benefits that there is no comparison. 

Certainly it is hard to see where there is any longer 
any real need for a separate organization of credit 
jewelers. Such a need may have existed once when the 
line between cash and credit store was more sharply 
drawn than it is today. But today with practically 
every jewelry store selling on credit, all of them are 
faced with the same problems and have the same interest 
in wrotecting proper credit selling. 

The need of the retail jewelry industry today is not 
for specialized organizations to represent supposedly 
specialized interests whose differences are largely im- 
aginary, but for the strong. united front which is the 
only hope of overcoming the dangers that threaten all 
alike. 


WE PRACTICE WHAT WE PREACH 


MoNTH BEFORE LAST, this page urged jewelers to 
take up the Voluntary Payroll Allotment Plan developed 
and sponsored by the U. S. Treasury to stimulate the 
regular and systematic purchase of Defense Bonds by 
wage and salaried workers in all lines of business. 

The sincerity and earnestness of the recommendation 
are perhaps best attested by the fact that we ourselves 
adopted our own suggestion and set up the plan for the 
employees of THe JEweLers’ CircuLar-KeEystTone. 

Within 48 hours, every member of the staff, from the 
president down to the newest office boy, voluntarily 
signed and handed in a card instructing that for the 
duration of the war a certain amount be withheld from 
every pay check and applied to the purchase of Defense 
Bonds for the signer. 

The amount specified varied, of course, in proportion 
to the financial situation of the signer, but the response 
was immediate and 100 per cent. 

Torgive us if we seem to brag. The bragging, if 
any, is not for the magazine, but for the fine patriotic 
men and women who make up its staff, and we feel that 
it is only fitting that they should receive this public 
tribute, both in recognition of their action, and as an 
example and inspiration to other organizations in the 
industry, who we are confident will respond with equal 
enthusiasm if given the opportunity. 

Will you give that opportunity to your employees? 
A letter to the Treasury Department, Section A, 709 
Twelfth St., N. W., Washington, D. C. will bring you 
complete details as to what to do and how to do it. 
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LET'S NOT BE SILLY 


A REGRETTABLE NOTE of pseudo-patriotic hysteria 
seems to have crept into the thinking of some Ameri- — 
cans lately. For example, a store which recently adver- 
tised some cultured pearl necklaces received a letter of 
protest against the selling of “Japanese goods.” 

Granting that most cultured pearls were grown in 
Japan, any that are being offered for sale in America 
today were bought and paid for by American firms be- 
fore Dec. 7. To boycott them now would make no 
difference to Japan, who has already been paid for 
them, and would merely be injuring the American citi- 
zens whose property they are today. 

To draw the line against them today would be like 
refusing to buy any article made of silk. Let’s not be 
silly. 


WHEN IS A DIAMOND NOT A DIAMOND? 


PROBABLY NO OTHER industry suffers more than 
jewelry from the silly misinformation about it that is 
spread by the self-appointed expert who likes to show 
off in public even though he may not have the faintest 
knowledge of what he is talking about. 

One of the latest outbursts of this nature was heard 
a few weeks ago on a radio program over a large net- 
work. The “expert” being interviewed claimed to be a 
“diamond collector’’ who had amassed his collection by 
just going around and picking up specimens here and 
there. New York State, according to this “authority,” 
is especially rich in diamond deposits. In fact he stated 
that he could find 150 to 200 diamonds a day in that 
state. 

So could we—by visiting almost any jewelry store. 
This gentleman, however, finds his “diamonds” in their 
natural state out in the streams and quarries and hills. 
He knows they’re diamonds because they will cut glass. 
The fact that many other natural minerals will also cut 
glass does not seem to have entered his head. 

One that he found, he said, was as big as a hen’s egg 
but unfortunately proved to be of very little value be- 
cause it was “too soft and full of flaws.” A soft dia- 
mond is certainly something new to gemology. Perhaps 
the American Gem Society had better be brushing up 
on its knowledge, while De Beers sends out a few pros- 
pectors to try to find this fabulously rich diamond de- 
posit. 

And in the meanwhile, it might not be a bad idea for 
the broadcasting companies to refrain from interviewing 
as “experts” any more individuals who apparently don’t 
know the difference between diamond and quartz. 
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Editor 
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Every Other Week, Mr. “Active Account” 
Came In To Make His Regular Payment. 
But Today An Alert Salesman Showed Him 
The Sensational New 


PARKER 51 


Right there at the cashier’s window is where the Parker “51” can be 
sold in a flash! For years you have been searching for a new 
angle with which to approach small balance accounts when 
they are making payments! Here it is—that “something 
new”—unlike anything that customer ever saw before. 
If your Parker Pen Department is properly located 
near your cashier’s window ... it’s so easy to dem- 
Onstrate and sell the “51”. This extra effort 
makes real profitable pl/us sales.and keeps 
accounts active! It’s the credit jewelers’ 
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ENTHE PARKER PEN CO., JANESVILLE, WIS. 
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COMMUNITY* ROUNDS 


... Whe Fed Colla Ald! 


Jon Whitcomb, voted the favorite artist of bride-age girls, 
has done a series of lively illustrations to make Community 
more colorful ...more salable... than ever before! 


Here’s the picture in the first smashing ad of Communit&is 
new series—a page that features three Community pater’ 
—brings new drama—new pull to Community advertising. 
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UP 1942 BRIDES 


13 full color pages in LIFE (young America’s favorite)... plus 
MADEMOISELLE (college girls swear by it), LADIES’ HOME JOURNAL 
(young girls are devoted to its “Sub Deb” clubs), Goop 
HOUSEKEEPING (friend of brides), COSMOPOLITAN (favorite fic- 
tion magazine), TRUE Story (hits the new money market.) 

TIE IN WITH COMMUNITY! IT GETS RESULTS! 


*T RADE MARK COPYRIGHT 1942, ONEIDA LTD: 














